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Rough Proofs 


“Newsprint rations sought again 
as hearings start,” headlines the 
world’s greatest advertising jour- 
nal. 

A lot of people are longing for 
the good old days before the peace. 
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The Post Office, which raised 
the salaries of its employes last 
year, is asking for an increase in 
postal rates of $173,000,000. Wasn’t 
it somebody down in Washington 
who insisted you could raise wages 
without increasing prices? 


7 

Gladys the beautiful receptionist 
says she sees they were to an- 
nounce the annua? outdoor awards 
in Chicago last week, and she 
hopes Des and Crunch won the 
top prizes. 
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“We've been buying back sales 
rather than entertaining the pub- 
lic,” says Duane Jones of the 
Bab-O campaign. 

You mean it’s a sort of David 
Harum deal? 


i 


Lyman Hill is leaving Servel 
shortly to join the Bureau of Ad- 
vertising, and maybe he will still 
have occasional use for the good 
old industry slogan, “You can do 
it better with gas,” 


| ae Moe gy 
Grant Advertising produced an 
illustration for Bluebonnet beer 
which shows a cowboy with two 
right hands. Sooner or later some- 
body was sure to bob up who was 
really and truly ambidextrous. 


a se 
“In Helena, over 80% of the 
Eagles own shooting irons,” says 
their official magazine. 
Okay, but how well do they use 
them? 
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Santa Fe says it is applying for 
a license to establish an air trans- 
port service for mail and freight 
in its territory. 

But don’t forget, you can still 
get there by train. 


7, FT 
Bars account for only 40% of 
total liquor sales, according to 
Wire & Spirit Retailer. 
“he alcoholic packages so many 
pe ple carry are not all on the 
inside, 
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It is hard for the postal authori- 
ties to stretch their imaginations to 
cover new ways of publishing, 
new journalistic practices of serv- 
ing readers only, ruminates Wil- 


lard Kiplinger. 
Maybe they’ve found the postal 
regulations won’t stretch, either. 
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Now that advertisers too have 
aught up with “Open the door, 
Richard,” you can safely assume 
hat before long the suffering pub- 
ic will close, bar and lock it. 
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Ed Noble, head of ABC, “holds 
in honorary LL.D. degree” from 
Lawrence College, the story says. 

Perhaps Dr. I.Q. knows of one 
that isn’t. 

Copy Cus. 


Distribution Costs 
Called Exorbitant 
by Sizer, Turck 


C. of C. Marketing 
Experts Hear Many 
Assail High Prices 


Cuicaco—The customer is boss 
and the boss is back. This return 
of the buyers’ market is desirable, 
providing manufacturers and dis- 
tributors halt the tide of rising 
prices. 

This contention was made, one 
way or another, by most speakers 
here last Monday and Tuesday at 
the annual National Marketing 
Conference sponsored by the 
United States Chamber of Com- 
merce. 

It was generally agreed that 
business men must fight Com- 
munism, that advertising is not a 
parasite, and that national income 
this year will equal or perhaps 
exceed that of 1946. Statements 
on what to do about lowering dis- 
tribution costs, however, varied in 
emphasis and viewpoint. 

Lawrence B. Sizer, divisional 
vice-president and sales promo- 
tion director, Marshall Field & Co., 
asserted flatly that prices must 
drop, either in a “mad scramble” 
or under control of the sellers. 


They May Say ‘No’ 


“We in distribution are far too 
prone,” Mr. Sizer said, “to put the 
blame for high prices on the man- 
ufacturer, organized labor or any 
other group that contributes to the 
general situation. We simply can’t 
escape our own responsibilities. 
Prices are too high, and we are 
as much to blame for it as any- 
body. 

“But that’s a condition that will 
be remedied; the consumer will 
see that it is. The method of re- 
ducing prices can be intelligent 
and controlled—or it can be a 
mad scramble such as we all went 
through in the early ’30s. If we 
ourselves now, in distribution, 
don’t take some quick and effec- 
tive steps to bring prices back into 
line, some things will happen to 
us that we won’t like. And they 
won’t be done by government— 
they’ll be done by the consumer 
who says ‘no.’” 


Distribution Costs Shown 
Fenton B. Turck, president of 
Turck, Hill & Co., New York man- 
agement engineering firm, gave 
figures showing that “a man en- 
gaged in distribution is only two- 

(Continued on Page 60) 


Any price Is loo 
high if it can be 


International Harvester 
announces *20,000,000 price reductions 
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INTERNATIONAL fF HARVESTER 


MAJOR SLASH—International Har- 

vester's $20,000,000 price cut is being 

announced in this 1,000-line newspaper 

message, through McCann-Erickson, 
Inc., Chicago. 


IH Trims Prices 
$20,000,000; Ad 
Explains Policy 


McCormick Tells 
Company Stand in 
|,000-Line Copy 


Cuicaco — International Har- 
vester Company, busy computing 
a $20,000,000 cut in its prices, 
broke a 1,000-line newspaper ad 
here last weekend announcing the 
reduction and giving top play to 
this inflation-busting view of 
Fowler McCormick, its chairman: 

“Any price is too high if it 
can be reduced.” 

The announcement copy, point- 
ing out that price reductions will 
become effective before April 1, 

(Continued on Page 59) 


Middle-Size Agencies Get 
Smaller Share of Billings 


27 Placed $190,000,000 in 1946, AA Estimates, 
as Seven Moved Up Into Higher Bracket 


(Copyright, 1947, by Advertising Publications, Inc. Reproduction in whole or 


in part expressly prohibited.) 


By LAWRENCE M. HUGHES 

NEW YoRK—Due chiefly to 
the fact that seven advertis- 
ing agencies which had been 
listed as billing from $5,000,- 


Hill & Knowlton, 
PR Firm, Enters 
Ad Agency Field 


New YorK—Hill & Knowlton, 
14-year-old public relations firm, 
has “extended its operations to 
cover placement as well as prepa- 
ration of public relations adver- 
tising,” said John W. Hill, senior 
partner. 

The firm has taken over from 
French & Preston, New York 
agency, the placement of the cam- 
paign of the American Iron & 
Steel Institute in about 350 daily 
and weekly newspapers. Public 
relations accounts on which it has 
worked on preparation of such 
advertising in the last two months 
are Aviation Corporation (placed 
direct) and Consolidated-Vultee 
Aircraft (Young & Rubicam). The 
Avco ad was a one-time shot in 
the New York Journal-American. 

Other Hill & Knowlton public 
relations accounts are Aircraft In- 
dustries Association, American In- 
stitute of Steel Construction, Erie 

(Continued on Page 59) 


Last Minute News Flashes 


Publishers Vote Down Newsprint ‘Pool’ 
WASHINGTON—Newspaper publishers meeting with the Senate small | Bozell & Jacobs 

business committee Thursday, rejected a nationwide newsprint “pool” | Brisacher, Van Norden & Staff 

but agreed on local sharing through loan or sale to small daily and Brooke, Smith, French & Dorrance 

weekly publications lacking newsprint. A task force of seven pub- | Leo Burnett Company 

lishers will work during the next ten days to expand the plan to 

include bonafide hardship cases involving fraternal, religious, labor | pnoherty, Clifford & Shenfield 


000 to $10,000,000 each in 
1945 moved into the $10,000,- 
000-and-up bracket in 1946 
(AA, Feb. 3) the combined 
volume of this middle - size 
group probably declined in 
this period from about $230,- 
000,000 to about $190,000,000. 
| Three agencies which had been 
listed in the $5,000,000-to-$10,- 
000,000 bracket for 1945 dropped 
below it in 1946. Four were added 
to it. 

Thus, averaging about $7,000,000 
each for both years, the 27 listed 
in this bracket for 1946 had a com- 
bined volume about $40,000,000 
less than had the 33 in this group 
for 1945. 

“Promoted” to the $10,000,000- 
and-more bracket were Buchanan 
& Co., Geyer, Newell & Ganger, 
Duane Jones Company, Abbott 
Kimball Company, Al Paul Lefton 
Company, Needham, Louis & 
Brorby, and Roche, Williams & 
Cleary. 


Canadian Agency Added 


On the other hand, Russel M. 
Seeds Company, whose billings 
dropped from about $10,000,000 to 
$9,000,000, entered the $5,000,000- 
$10,000,000 bracket from above, 
and Doremus & Co., Albert Frank- 
Guenther Law, and McKim Ad- 
vertising, Ltd., of Canada, moved 
in from below. 

Botsford, Constantine & Gard- 
ner, Caples Company and Mac- 
Farland, Aveyard & Co. — which 
had been listed in this bracket for 
1945—did not reach the $5,000,000 
mark in 1946. 

The 1946 list, based predomi- 
‘nantly on statements from the 
|heads of these agencies, includes: 


| Cockfield, Brown & Co. (Canada) 


More on Costs 


of advertising in ‘Voice,’ | 
Page 50, and editorial, 
Page 12. Other features: 


Seer Pee ree 12) 
Advertising Market Place........ .. 46) 
Department Store Sales............. 16 
ee gas areule bo 65 -09.0% 68 4\ | 
Getting Personal ....... eericrrr. 
Information for Advertisers......... 12) 
In Washington ........ baa ve | 
Photographic Review . 55 | 
Private Lines. ........ sees 47 


CUTS, .icakegsgaseerioes. © 


and similar non-newspaper consumers. | Doremus & Co. 


(Earlier story on Page 18.) 
‘ ‘ ° | Federal Advertising Agency 
Bu Y Biscuit Starts Ist Magazine Ads | Albert Frank-Guenther Law 


ELIzaBeTH, N. J.—Burry Biscuit Corporation is starting its first na-| Gardner Advertising Company 
tional advertising campaign in magazines. The initial full-page, four- ome 

: A : |Grey Advertising Agency 
color copy, appearing in The Saturday Evening Post, may be spread 


. Th loa i % i he used Henri, Hurst & McDonald 
to other magazines. ree grocery business papers also wi e used. | irutchins Advertising Company 
Radco, Inc., is the agency. 


| Joseph Katz Company 
Mogge, Privett Join in New L. A. Agency | Lambert & Feasley 

Los ANGELES—Norton W. Mogge, who resigned as vice-president and | MacManus, John & Adams 
manager of the J. Walter Thompson Company office here after many McKim Advertising, Ltd. 
years with the agency in Los Angeles and Seattle, and John Privett | Pedlar & Ryan 
of the local JWT office have organized a new agency, Mogge-Privett, L. W. Ramsey Company 
Inc. Offices probably will be at 609 S. Grand Ave. Knox Reeves Advertising, Inc. 
| Russel M. Seeds Company 


| Sherman & Marquette 


(Can.) 


Moore Division Names Kane as Agency | 
Jo.treT, Int.— The Moore division of Conlon-Moore Corporation,|J. D. Tarcher & Co. 


maker of heating and cooking appliances, including a new smokeless | Wade Advertising Agency - 

| coal heater, has appointed Kane Advertising, Bloomington, to handle | Warwick & Legler 

its product advertising. Media will include newspapers, trade and| Weiss & Geller 

consumer publications, radio, direct mail and dealer aids. | Ward Wheelock Company 

Curtis Berrien Joins Tatham-Laird | How They Did | 
Cuicaco—Curtis Berrien, formerly copy chief in the Chicago office Bozell & Jacobs, Omaha, reports i 

of McCann-Erickson, has joined Tatham-Laird, Inc., in the same/that its 1946 “business from 10 ta 


capacity. offices represents the equivalent of 


(Additional News Flashes on Page 63) (Continued on Page 48) 
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House Starts Own 


Quiz on Higher 
P.0. Mail Rates 


WASHINGTON—House post office 
committee members questioned the 
plan for a two-cent postcard; slid 
over increased pound and zone 
rates on advertising; flirted with 
more drastic increases for direct 
mail advertising; and tried to 
dodge increases for weekly news- 
papers as they opened hearings 
Thursday on an omnibus bill, 
HR-2408, to provide the Post Office 
with $173,000,000 in new revenue. 

The committee was in trouble 
from the start as Rep. Katherine 
St. George (R., N. Y.), a committee 
newcomer, challenged it to wipe 
out the $287,000,000 deficit or vote 
a subsidy for the department. Rep. 
Charles Vursell (R., Il.) called for 
increases on all services, a cut in 


|post office employment, 


and a 
moratorium on legislation increas- 
ing the department’s expenses. 

Departmental rate expert Nel- 
son B. Wentzel reported that 
nearly 90% of government post- 
cards, a loss item, are used for 
business purposes. He called the 
one-cent hike on advertising 
pound and zone rates “modest,” 
but dodged criticism of the plan 
for a quarter-cent assessment on 
all second class deliveries as “a 
policy matter.” 

Rep. Robert Corbett (R., Pa.) re- 
belled when Wentzel avoided a 
stand by casting himself as an ad- 
viser for the committee. “When 
are we going to get definite recom- 
mendations from you _ people?” 
Corbett demanded. 


Protects Small Publications 


Wentzel disowned the plan for a 
surtax on publications over 35% 
advertising, holding that 50% was 
a more equitable starting point. 
When members called his pro- 
posals on direct mail inadequate, 
Wentzel warned against punitive 


rates which would “wipe out the 
traffic.” 

In introducing the postal rate 
bill, Rep. Edward Rees (R., Kan.), 
the committee chairman, had al- 
ready modified the department’s 
second class proposals to protect 
small daily newspapers and 
weeklies. 

Under the Rees bill, weeklies of 
12 pages or less continue to go at 
inexpensive pound rates, though 
other in-county and local delivery 
items are increased to one cent for 
each four ounces. 

Delivery by local carriers, of im- 
portance to weeklies and small 
dailies, is to be exempt from the 
flat extra assessment of a quarter- 
cent beyond pound and zone 
charges which the department 
hopes to collect from each second 
class item in the future. 

Other sections of the bill pro- 
vide a general increase of one cent 
in all pound and zone rates on 
advertising and reading matter; a 
graduated “‘surtax” on publications 
over 35% advertising; sizable in- 
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Bob o'Reill, 


His Head’s in the Clouds Since 


Yes—lowa is a sellers’ paradise—and Des Moines 
Sunday Register delivers it to you on a silver plat- 
ter! Think of it—one newspaper wraps up an entire 


state in one convenient sales-crammed package— 


covers 65% 


No wonder the Des Moines Sunday Register is 


in the top rank of major media! 


the milline rate is only $1.68. 


ABC Circulation September 30, 1946: 
Daily 362,682—Sunday 475,461 


of this stable, free-spending market. 


He Got 


And remember— 


PACKAGES 


RANKING AMONG AMERICA'S TOP 20 CITIES 


the lowa Territory 


THE DES MOINES 
REGISTER ann [TRIBUNE 


A STATEWIDE URBAN MARKET 


Basic Member American Newspaper Advertising Network 


creases on fraternal, religious, 
labor and scientific publications. 


Other Rates Boosted 


The bill perpetuates 3-cent first 
class postage, provides for a sharp 
increase in rates on parcel post, 
direct mail advertising matter, 


catalogs, money orders, special de- 
livery, postcards, insured, reg- 
istered and C.O.D. mail (AA, 
March 10). 


As the House committee opened 
its hearings, the task of finding 
new funds, or means to eliminate 
the prospective $287,000,000 postal 
deficit for 1948, took on new di- 
mensions. 

A week ago, Rep. Rees talked 
of cutting the department’s ex- 
penses by 15% but immediately 
afterward the House appropria- 
tions committee reported almost 
intact a postal budget for $1,546,- 
000,000. Although this did not 
make any significant budget cuts 
in the postal funds, the appropria- 
tions committee said most of the 
officials who testified “declared 
they would produce savings in 
1948.” : 

The committee said new income 
was essential, and urged Rep. Rees 
to find a way “at the earliest pos- 
sible date” to increase postal 
revenue. 


Praise Efficiency 


To explain why less than 1% 
was cut from the department’s 
huge fund, Rep. J. Vaughn Gary 
(D., Va.), a member of the ap- 
propriations postal subcommittee, 
told the House that “every mem- 
ber of this subcommittee was im- 
pressed with the efficiency of the 
department.” 

“We did not find a single bureau 
in which there appeared to be any 
extravagance or waste,” Rep. Gary 
said. “Yet we felt certain there 
could be a token cut, which is all 
we made.” 

In its official report, the appro- 
priations committee commended 
the Post Office for its over-all 
efficiency, but warned that no pri- 
vate business could long survive 
with successive deficits such as 
this agency has produced. 

The appropriations group said it 
was “mindful” that the Post Office 
is a “service agency” and that its 
“successful and efficient opera- 
tion touches on the lives of all the 
people of the United States. 

“In view of the greatly in- 
creased volume of mail and of the 
increased administrative burdens 


}? 


Advertising Age, March 17, 1947 


caused by recent legislation and 
the reconversion to peacetime op- 
erations, no major reduction in 
operating expenses can be made 
for 1948 without impairing serv- 
ice,” it said. 


Hannegan Withholds Comment 


At its hearings on the budget, 
the appropriations committee had 
questioned Postmaster Genera] 
Robert E. Hannegan on the steps 
necesssry to eliminate the de- 
partment’s losses. 

Mr. Hannegan avoided a stand, 
explaining that the department’s 
official recommendations were 
then in preparation, for presenta- 
tion to the Senate civil service and 
post office committee. These rec- 
ommendations were _ submitted 
March 4, and witnesses were in- 
vited to comment on them at a 
committee hearing March 18. 

Meanwhile Rep. Rees put the 
material into bill form (HR-2408) 
and opened his hearings five days 
before the Senate sessions were to 
get under way. Senate committee 
chairman William Langer (R., 
N. D.), who had suggested joint 
hearings to save time and trouble, 
will proceed on the 18th with wit- 
nesses on third and fourth class 
appearing first. 

In introducing his bill, Rep. Rees 
pointed out that it provided suffi- 
cient new revenue to eliminate the 
deficit provided the department 
matched it with a 15% cut in ex- 
penses. He said the bill would 
serve as a focal point for discus- 
sion, and invited various users of 
mail service to appear and give 
the committee their assistance. 


Lever May Retain 
Joan Davis Show 


Contrary to rumors, Lever Bros, 
Company, Cambridge, Mass., has 
not definitely decided to drop the 
Joan Davis show (Swan soap), 
Mondays, 8:30-9 p.m., EST, over 
CBS. The company has _ bank- 
rolled the program for a year and 
a half. 

Lever Bros. officials say renewal 
of the option next June depends 
“entirely on conditions in the soap 
business.” The agency is Young 
& Rubicam. 


Vanguard Appoints 

Vanguard Corporation, Spring- 
field, Mass., has appointed High H. 
Graham & Associates, New Britain, 
Conn., to handle advertising and 
merchandising of Vanguard’s line 
of Vinyl] plastic balls, air cushions 
and other products. 
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Women are the sex that is quite capable of chaining 


itself to a lamp-post to get something it wants badly \ \ 


enough. Women fearlessly attack large, masculine machines 
with puny hairpins and set them ticking in jig-time. 

And just as calmly they will meet emergencies of living 

with apparently improvised techniques that would never 
occur to the more intellectual sex. 


This is just another way of saying that women are a 
constant astonishment to men, including 
men who go about predicting the success of magazines. 


Few men, for example, would have dreamed ten years ago 
that a magazine edited entirely for women would go through this difficult 
period and set new records by every standard of publishing. 


That the Journal has been able to do so is, we believe, 
a testimony to the astonishing power of women. 


We believe that in the Journal women discover 
more values to translate into living action. And, since women read to live — 
and bring their reading to living, many advertisers tell us they believe 
their messages in the Journal share this special living scrutiny. 


“Never Underestimate the Power of a Woman” may have 
started as a solo; today it’s practically a chorus. 
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Beauty Bill Soars 
to $850,000,000 


New YorK—Sales of cosmetics 
rose 5.6% to the record total of 
$850,000,000 in 1946, Beauty 
Fashion estimates. This compares 
with $805,000,000 in 1945, an in- 
crease of 14% from 1944. 

Although the curve “seems to 
be leveling off,” the publication 
says, 1946 was the eighth con- 
secutive year of increased sales 


|from the $338,000,000 volume of 
1938. 

Of the $850,000,000 last year, 
creams accounted for $90,800,000; 
perfumes, colognes and toilet 
water, $86,840,000; face powder, 
$72,390,000; lipstick $28,080,000, 
and manicure preparations, $22,- 
310,000. 


Sears Furnishes Paper 
An eight-page Sears, Roebuck & 
Co. section in the Dallas Times- 


Herald March 5 was printed on 


newsprint bought and furnished | 
|The fund is handled by the De- 


by Sears to provide for announce- 
ment of reopening of its Dallas 
store following extensive remodel- 
ing. The newspaper ran a Page 1 
box announcing that the newsprint 
“did not come from the Times- 
Herald inventory, which has 
dwindled due to the acute news- 
print shortage.” 


State Votes Ad Budget 
An appropriation of $145,000, 

covering national advertising for 

the State of Washington in 1947, 


has been voted by the legislature. 


partment of Conservation and De- 
velopment, and copy will break in 
national magazines in April. West- 
ern Agency, Inc., Seattle, handles 
the account. 


Reo Names Pingel A.M. 


John S. Pingel, formerly a mem- 
ber of Michigan State’s coaching 
staff, has been appointed adver- 
tising manager of Reo Motors, 
Inc., Lansing, Mich., maker of 
trucks, coaches and school buses. 


* 


$179,400,000,000 worth of the nation’s very best farm wives. These 2,600,000 


women are special friends of ours, for the Farmer’s Wife section of the Farm 


lined role above. (There’s nothing to prevent their going through the rest of the 
book and giving their better halves persuasive tips on mulching and milkers and 
mowing machines, either.) But you can prove it for yourself. Your sales messages 


will bring results that show how truly influential Farm JouRNAL is .. 


hands of responsive farm wives. 
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Ay a prominent western university, the Professor of Agricultural Economics has 
figured that a definite price-tag can be placed on farmers’ grade A wives. It seems 
that farmers who said that their womenfolk cooperated extensively in the opera- 
tion of their farms earned, on the average, $2,760 more than those who did not 
have such cooperation. And this sum represents an investment of $69,000 at 4%. 


At that rate, we have no hesitancy in saying that our magazine reaches 


JOURNAL contributes just the information they need to enable them to fill the out- 


. in the 


Farm 
Journal 


AMERICA’S LARGEST RURAL MAGAZINE 
GRAHAM PATTERSON, Publisher 


PHILADELPHIA 5 
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Bakers Raise Own 
Dough for 3-Year 
$1,500,000 Drive 


Cuicaco—The American Baker 
Association announced last week 
that it has reached a minimum 
goal of $1,500,000 in pledges for g 
three-year promotional fund and 
will continue the drive for ay 
additional $500,000 to expand the 
industry campaign this year. 

A committee to plot the in. 
dustry’s public service program 
will be named shortly, according 
to C. P. Binner, association presi- 
dent. Later, an advertising agency 
will be appointed to handle space 
and copy requirements. 

The expanded program grew 
out of a campaign launched last 
summer by Bakers’ Helper, Chi- 
cago, which urged the entire in- 
dustry to unite in presenting its 
story to the general public. Pre- 
vious efforts to conduct an in- 
dustrywide campaign had failed. 
Association members voted at 
their convention last October to 
start raising subscriptions, with 
$500,000 annually as the minimum. 
The potential budget, according to 
estimates, is $1,000,000 annually 
on the basis of 1/20 of 1% of 
each baker’s estimated gross sales 
for 1946. 

The new program, said Mr. Bin- 
ner, will encompass the entire 
baking industry and will seek to 
build greater appreciation of the 
nutritional value and taste appeal 
of all bakery products. It will 
emphasize the part played by com- 
mercial bakers in maintaining 
high quality standards despite in- 
gredient shortages, and _. their 
speedy recovery following the end- 
ing of wartime restrictions by the 
government. 

Wartime nutritional discoveries 
in recipes and formulas will be 
made available to all bakers, and 
the association plans to make ad- 
ditional grants to colleges and 
universities for special research 
studies on raising the national 
health level by means of bakery 
products. 


Zenith’s McDonald 


Hits Federal Broadcasts 


E. F. McDonald Jr., president of 
Zenith Radio Corporation, Chi- 
cago, has sent a letter to all mem- 
bers of Congress, the President 
and Secretary of State Marshall 
attacking plans by “members of 
the State Department” to form a 
federal radio foundation to broad- 
cast American views throughout 
the world. 

Mr. McDonald asserted that it 
would be ridiculous to broadcast 
endorsements of free enterprise 
using a government-operated, “bu- 
reaucratic” foundation; that the 
best propaganda would be regular 
commercial programs, despite dif- 
ficulties of language, and that tlie 
“best way to send commercia! 
| programs overseas is to permit 
American short wave stations | 
sell time to advertisers just as our 
| domestic stations do.” 


| 


| Chen Yu to Meyerhoff 


| Arthur Meyerhoff & Co., Chi- 
cago, has been appointed to handle 
| advertising of Chen Yu cosmetics, 
| including Cloud Silk cake makeup, 
'for Associated Products, Chicas: 
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march 15 to april 30 


The judges: Rainey Bennett, designer 
and painter; Albert Kner, 

Director of the Design Laboratory, 
Container Corporation; and 

John Wilmorth, Vice President and 

Art Director, Earle ludgin & Company. 


For the donation of this 
advertising space the S.T.A. is grateful to: 


Collins, Miller & Hutchings, 


chicago photoengravers 
207 north michigan avenue 


chicago art institute 


An outstanding collection of books, booklets, magazines, 
advertisements, direct mail pieces, announcements, 

stationery and packages from the boards of many of the country’s best designers 
and typographers. Each piece won its place in the exhibition in 

competition with entries by most of Chicago’s printers, lithographers, 
agencies, and others entrusted with the production of fine printing. If 

you find pleasure in good printing design and craftsmanship you 

will enjoy this 20th Annual exhibition . . . the most noteworthy 


ever sponsored by the Society of Typographic Arts. 


exhibit of design in chicago printing 
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Low-Priced Wire 
Recorder, Radio 
Debuts at Sears 


Cricaco—For the first time any- 
where in the country, a low-priced 
wire recorder, radio and phono- 
graph combination made its bow 
when Sears, Roebuck & Co. last 
week introduced its Silvertone 
combination in the company’s 22 
stores in the Chicago area. 

Sears limited its promotion of 
the new combination to teaser ads 
followed by full-page copy in the 
March 13 Chicago Tribune. Pro- 
duction of the new units is so 
limited that Sears cannot supply 


Paint of Sate TAPE 


© CELLOPHANE «© ADHESIVE 


TOPFLIGHT TAPE CO.' 


HUBER BLDG.. ——- YORK, PA. 


all its stores throughout the coun- 
try, officials said. 

The _ Silvertone combination, 
which retails for $169.50, is a table 
model and the original price in- 
cludes one spool of wire for the 
magnetic wire recorder. Accord- 
ing to Sears, the wire may be 
played back an unlimited num- 
ber of times. 

Although national distribution 
of the combination is planned 
later, the combination is one of 
the few Sears items that will not 
be shown in the company’s cata- 
logs. Reason is believed to be that 
few sales can be made without 
actual demonstrations. 


Radio Bureau Bows 

Ernest Bauer, head of Ernest R. 
Bauer Associates, New York pub- 
lic relations firm, has opened the 
National Bureau of Radio Rela- 


i tions at 152 W. 42nd St., New York, 


a public relations and publicity 
service for radio programs and 
broadcasting stations. The bureau 
will also offer its services as a 
consultant, gratis, to all companies 
‘using radio advertising. 


Needham, Louis Names 3 


W. Raymond Fowler, vice-presi- 
dent and account executive super- 
visor of Needham, Louis & Brorby, 
Chicago, has been elected to the 
agency’s board of directors to fill 
a vacancy created by the death 
of Harry Phelps. Herbert F. Zim- 
mermann, in the production de- 
partment, has been appointed of- 
fice manager, and George J. 
Schulte Jr., formerly public rela- 
tions manager of the National 
Pickle Packers Association, has 
joined the publicity department. 


Names Short & Baum 
Wedham & Co., Portland, Ore., 
manufacturer of coffee, spices, 
canned goods and spreads, has 
transferred its advertising account 
from the Adolph L. Bloch Adver- 
tising Agency to Short & Baum, 
Portland. Oregon and Washington 
newspapers will be used as well 
as some radio time and outdoor. 


Oregon Publishers Meet 


The Oregon Newspaper Publish- 
ers Association will hold its 60th 
annual convention at Sacjawea 
Hotel, Le Grand, Ore., June 20-21. 


The tenth in a series of frank talks about the aluminum industry and Alcoa. 


“All right, it’s better — 
BUT FOR WHAT?” 


That’s a natural question—and one which Alcoa 
has been answering successfully for years. We 
could talk until we were blue in the face about 
having a better commodity—a light, strong 
metal that is constantly being improved by 
applied research—but we wouldn’t sell much 
aluminum if we couldn’t show prospective cus- 
tomers why our metal is better for their special 
purposes. 


So Alcoa concentrates hard on product develop- 
ment as well as on laboratory research. That’s 
another big reason why aluminum’s usefulness 
and versatility are facts today, rather than theory. 


Product development provides a final punch 
in aluminum’s constant uphill battle for markets. 
It answers the question, ‘““‘Better FOR WHAT?” 
Through product development, people can actu- 
ally see and enjoy the economic advantages of 
aluminum in the products they buy——-or man- 
ufacture. 


The Alcoa development engineers have a two- 
way job. Part of their time is spent in finding 
new outlets for aluminum by working out new 
applications on their own. But they claim no 
corner on practical imagination. They are always 
available to others who have workable ideas but 
need extra aluminum engineering assistance to 
translate those ideas into practical products. 


Here’s a typical example of product develop- 
ment: A leading piano manufacturer came to 
Alcoa’s development engineers to ask about 
aluminum piano plates. A strong aluminum 
alloy was required, because the piano strings 
put an 18-ton pull on the plate. But, since the 
strings don’t all pull in the same direction with 
the same force, in time the aluminum plate 


would ‘“‘creep’’, and the strings would get out 
of tune. Alcoa found how to tell what the strains 
were, redesigned the plate to balance the stresses 
and eliminate creep. Result: A lightweight 
plate that holds the strings in tune. 


Another story concerns aluminum screen cloth 
for window screening. The low strength of 
early aluminum alloys handicapped the screen 
makers. A much better alloy for screen wire 
was developed, and today the screen makers 
have something better than ever—an Alclad 
wire with a high-strength alloy core and a highly 
resistant alloy coating. Aluminum screens don’t 
rust, and thus can’t stain the sides of buildings 
on which they’re installed. 


Better piano plates and window screens, made 
of Alcoa Aluminum, are just two of hundreds of 
products which are evidence of Alcoa develop- 
ment engineering in action. You can see many 
more if you live in a city or town where the 
touring exhibit “‘Aluminum Living”’ is scheduled 
for showing. Jointly sponsored by Alcoa and 
leading department stores throughout the 
country, “‘Aluminum Living” tells the story of 
aluminum from mine to metal, and on through 
the fabricating processes. All around the exhibit 
will be aluminum merchandise made by scores 
of manufacturers and offered for sale by the 
store. It’s a gala display of what we've been 
talking about—product development. 


Other advertisements in this series will appear 
in this publication. If you'd like to have a re- 
print of the whole series in booklet form for 
ready reference, write to the address below and 


reserve your copy. It will be ready soon. 


ALCOA 


ALUMINUM COMPANY OF AMERICA @&&% 
* 1882 GULF BUILDING - PITTSBURGH 19, PENNA. \ 


Agency Seeks 
New Types of 
Video Plugs 


New YorK—Television’s critics 
have frequently cudgeled the me- 
dium for lack of originality in 
video commercials, and the charge 
is repeatedly heard that the tech- 
nical and program aspects of tele- 
vision have far outstripped the 
|commercial aspect. 
| Well aware that there is much 
'to learn about selling via televi- 
| sion, the Kenyon & Eckhardt 
|}agency last week took charge of 
'the Borden programs over NBC’s 
| Station WNBT, and began a 26- 
week series of experiments with 
video commercials. 

Previously Borden had spon- 
sored a video cooking school titled 
“IT Love to Eat” over the same 
station through Young & Rubicam. 
The sponsor is following the lead 
of General Mills and giving two 
agencies a crack at producing 
commercials and standing by to 
see which one comes up with the 
best ideas. 

According to Tom Carpenter, 
tele head of Kenyon & Eckhardt, 
the agency will use a wide variety 
of program types, newscasts, 
vaudeville, drama, audience par- 
ticipation shows and almost any- 
| thing else NBC can dig up for it. 
This will permit ample oppor- 
tunity for experiment in commer- 
cials. 

Mr. Carpenter plans to try his 
hand with commercials integrated 
with the program as well as com- 
mercials inserted in program 
breaks. Slides, film, live actors, 
product demonstration and a lot 
of other techniques will be used 
to develop effective video sales- 
manship. 


Jeurelle Moves Offices 

Emerson Drug Company has 
transferred administrative and ad- 
vertising operations of Jeurelle, 
Inc., manufacturer of Jeurelle and 
Seventeen toiletries and cosmetics, 
to the company’s headquarters in 
Baltimore. The display room and 
sales department will remain in 
the RKO building, New York. 


Food Packers to Meet 


The first convention and exposi- 
tion of the National Association of 
Frozen Food Packers will be held 
in San Francisco at the Civic 
Auditorium, March 19-21. 
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for tomorrow's ads 


Which would have been, 
but are not going to be, 
because of that old bogey, paper shortage: 


winareraby: sheen «tgpsin tina titted we wists &: 


Theme of our Wednesday fashion show: 

The Neiman-Marcus Woman in the 
Spring of *47. 

Same place, Baker Hotel Mural Room, 

same time, 12:30. 


You're invited, 


Le ie tenella” tits Bi ea 


From inspirational Fourth Floor Galleries, 
an invitation to view our newly 
i decorated rooms— 


Hl “Impact colors against cool backgrounds.” 


Then we wanted to entice you to the glamour 
of satiny bridal negligees; of Stroock fleece 
coats, short and long; to travel with 
Tourobe, a trunk-in-miniature 

by Hartmann. 


Sorry, but so it goes! 


i 


= 
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LAMENT—Even the advertisers are |a- 

menting the paper shortage, as witness 

this Neiman-Marcus 2-column copy in 

the Dallas News, featuring tomorrow's 
ads that won't run. 


Admiral Miller Heads 
APRA Transport Division 


The American Public Relations 
Association, Washington, has ap- 
pointed Adm. Harold B. Miller, 
vice-president in charge of public 
relations of Trans-World Airlines, 
as interim manager of its trans- 
portation division. 

The National Capital Forge of 
the association has elected Walter 
W. Belson, director of public re- 
lations for American Trucking 
Association, president; Keen John- 
son, Under Secretary of Labor, on 
leave as vice-president in charge 
of public relations for, Reynolds 
Metals Company, vice-president; 
Julie Dickinson, public relations 
representative of J. Walter 
Thompson Company, secretary, 
and W. Scott Wilkerson, counselor 
in human relations, treasurer. 


Krohne Joins Turk 


James N. Krohne, formerly di- 
|rector of advertising of Ekco Prod- 
/ucts Company, Chicago, has been 
named assistant to the president 
and director of product develop- 
ment of the C. K. Turk Corpora- 
tion, South Bend, Ind., manufac- 
turer of fabric products. 


Ed Colliau 
knows ad- 
vertising .. 4 
and so.. when he opened up 
his own Chevrolet Agency 
in South Pasadena, Califor- 
nia, just a year ago, it was 
but natural that he made 
some pretty rigid tests as to 
the “pulling power” of the 
many papers that he uses. 

And... after one year... 
Ed has this to say about 
the incomparable results he 
has received from THE PAs- 
ADENA INDEPENDENT: 

“An Ad in The INDEPEND- 


ASK ED COLLIAU! 


Ed Colliau ... formerly Asst. Adv. Mgr., Chevrolet 
Motors, Detroit; Sales Promotion Dept., Cadillac 
Motors, Detroit...and an ex-Agency Man!) 


left, Colliau Chevrolet, 
South Pasadena, California 
Below, Paint and Body Shop 


ENT has always produced 
quicker and better results 
than any other media of ad- 
vertising I’ve used. Four out 
of ten customers say they 
came in as a result of my 
advertising and those who 
mention advertising invari- 
ably mention the INDEPEND- 
ENT.” 


PASADENA € INDEPENDENT 


Represented by REYNOLDS-FITZGERALD, Inc., 


—" 
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Nelson Bond Sees 


$1 Billion Ads 
in Next 10 Years 


New YorK—‘“In the last 14 
years the managers of American 
enterprises okayed the expendi- 
ture of more than $1 billion for in- 
dustrial advertising, or an average 
of about $71,000,000 a year,” Nel- 
son Bond, advertising director, 
McGraw-Hill Publishing Com- 
pany, told the Industrial Advertis- 
ing Association of New York. 

If the advantages of industrial 
advertising are really sold, not 
only to management but to the 
whole organization, he added, 
“management may spend $1 bil- 
lion on it in the next 10 years.” 

Mr. Bond participated in a 
forum on “what’s ahead for in- 
dustrial advertising,” with R. R. 
Carlier, advertising and sales pro- 
motion manager, Continental Can 
Company, and John R. Wiley, 
chairman of the board, Fuller & 
Smith & Ross. 

“Advertising,” Mr. Bond ex- 
plained, “needs no defense. Every- 
one in advertising should assume 
the role of advocate” of it. He 
urged that the advertising depart- 
ment “establish the objectives in 
its own and management’s mind; 
then go on the offensive with them 
—to the board of directors, if 
necessary—keeping the objectives 
in terms of management’s inter- 
ests.” 

He pointed out that current re- 
ports from the 150 McGraw-Hill 
advertising representatives are 
“generally optimistic.” 


Ad Budget Suffers 


Too often the advertising budget 
either is “a figure pulled out of 
the air” or a matter to be dis- 
posed of after “budgets of all 
other departments have been met,” 
said Mr. Carlier. Among other 
things, “we need new reasons why 
a business should advertise when 
it is oversold,” he added, “and we 
need to show more concretely 
what the advertising dollar can 
do for us.” 

Mr. Wiley showed that in de- 
termining advertising budget and 
policies, ““we must find a basis on 
which all factors in management 
can reach a unanimous accord.” 

Specifically, Mr. Wiley said, ‘““we 
must find where advertising fits 
into the company scheme. We 
must find more jobs for advertis- 
ing to do. (Even where a com- 
pany is breaking sales records, one 
line may lag or business may be 
slipping in some markets.) We 
must marshal all evidence to prove 
the value of advertising: analyz- 
ing the flow of correspondence cre- 
ated by advertising, sales reports, 
coupons. 

“We should avoid such bromides 
as ‘advertise to keep our name be- 
fore the trade,’ and through prod- 
uct and market research relate 
advertising to net profits. We 
should increase budgets on profit- 
able items, and organize the ad- 
vertising department along func- 
tional lines.” 

Intelligent advertising, Mr. 
Wiley concluded, “can control the 
advertising cycle.” 


Beech Names Otto 


Beech Aircraft Company, Wi- 
chita, has appointed Robert Otto & 
Associates, New York, to handle 
export advertising. Aviation pub- 
lications in Europe, Latin Amer- 
ica and the British Empire will be 
used. Erwin, Wasey & Co., New 
York, handles domestic advertis- 
ing for Beech. 


McMains Agency Moves 

McMains, Inc., Dallas agency, 
has moved its offices to 2011 Cedar 
Springs Ave. 


Seeks Four Cover Girls . 


Dr. Pepper Company, Dallas, 
has opened a cover girl contest to 
find four cover girls for its 1948 
Dr. Pepper calendars. The win- 
ners will be selected by Harry 
Conover. The contest closes 
April 15. 


Forms Portable Theater 


Portable Theatre Corporation of 
America has been formed in the 
Cinemart building, Hollywood, by 
Berne J. Ellis, former president 


and organizer of Moist-R-Proof | 


Container Company, San Fran- 
cisco. The new company will pro- 
duce its own films, manufacture 
its own portable theater units, and 
market the packaged service on 
an international basis. The films 
are being introduced to national 
advertisers as a medium for prod- 
— demonstration at the point-of- 
sale. 


Morton Joins Frankel 


Ira L. Morton, formerly with 
Henry H. Teplitz Advertising, has 


joined Jones Frankel Company, 
Chicago, in an executive capacity. 


Agency Sponsors FM 

R. T. Harris Advertising Agency, 
Salt Lake City, is sponsoring a 
series of half-hour “Cavalcade of 
Melody” programs over Station 
KSL-FM on Sundays from 7-7:30 
p.m., making it the first commer- 
cial sponsorship of FM broadcast- 
ing in Utah. Signed for a period 
of 52 weeks, the first eight pro- 
grams will explain the agency’s 
services, and the remainder of the 


7 


| series will be devoted to each of 
| the agency’s clients, outlining their 
history, organization and future 
plans. 


The HOSIERY industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively 


IKNIT GOODS WEEKLY§ 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


putting every 


Woodsmen, millmen, salesmen, distribu- 
tors—International’s entire organization is 


effort into meeting current 


paper requirements. 

In spite of scarcities of raw materials the 
record shows a truly remarkable job being 
done. And all those serving you will con- 
tinue their efforts to keep abreast of ever- 
increasing demand — while upholding the 


PUTTING THEIR SHOULDERS TO THE WHEEL 


quality standards of our products. Interna- 


tional Paper Company, 220 East 42nd St., 


New York 17, New York. 
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Promotes Slimmies 


Mercury Mills Ltd., Hamilton, 
Ont., is running a campaign in 
Canadian dailies for Slimmies, a 
new nylon knit-rib foundation 
garment advertised as “not a 
girdle—not just a pantie—not even 
a pantie girdle—something en- 
» tirely new.” J. Walter Thompson 
Company, Toronto, is in charge. 


Fuller Names Allen 


J. E. Allen, who represented 
MacLean publications in New York 
prior to service in the Navy, has 
been appointed advertising man- 
ager of Fuller Brush Company, 
Hartford, Conn. He succeeds 
Arthur H. Patterson, who plans to 
retire from active business shortly. 


Ken Collins Joins 
Donahue & Coe 


New York—Kenneth Collins has 
resigned as publisher and general 
manager of the European edition 
of the New York Herald Tribune 
to join Donahue & Coe here in a 
senior executive capacity. He will 
assume his new duties April 1. 
William H. Wise, who joined the 
Herald Tribune last July, and in 
November became its business 
manager, will succeed Mr. Collins 
as general manager. 

Mr. Collins has held many im- 
portant posts in the fields of ad- 
vertising, merchandising and jour- 
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CHICAGO Bs ; 
612 NO MICHIGAN AVE 


414 SO. STATE STREET 


nalism. From 1925 to 1932 he was 
with R. H. Macy & Co., becoming 
executive vice-president and pub- 
licity director. From 1933 to 1939 
he was with Gimbel Brothers, 
where he served as vice-president 
and director. 

He joined the New York Times 
in 1939 as assistant to the general 
manager, remained there until 
1941, and just prior to the war 
became vice-president in charge 
of merchandising for Arthur 
Kudner, Inc. (now Kudner 
Agency). During the war Mr. 
Collins served as a major and later 
a colonel in the air service. 


Criterion Rates Raised 


Criterion Service, New York, 
outdoor advertising company, has 
increased its rates, effective May 
1, because of cost increases. Its 
36-month base rate has been in- 
creased from $3.60 to $3.95 per 
display per month. A short rate 
of 40 cents, in lieu of the present 
36 cents, will apply per poster on 
three-year contracts canceled at 
the end of the first year. 
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® Sound Stage of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 
®@ Lab Capacity of 112,000 lémm. feet per day 


. 


_--~ Recording studio, editing, animation, and laboratory facilities . . . 
for other film producers and photographic departments of other industries. 
Superior 16mm. duplicates with or without optical éifects . . black 
and white or full color. Write for further information. 


®@ Producing films by the 16mm. method 
for 15 years 
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PROMOTING COSMO—Appointment of David H. Hedley, left, as promotion 


manager of Cosmopolitan, is announced by Harry M. Dunlap, right, publisher 

of the magazine. Mr. Hedley, who succeeds Charles Yeager, resigned, formerly 

was in charge of advertising promotion of the Philadelphia Record and assistant 
promotion manager, New York Sun. 


Elgin Breaks 
Campaign for 
New Mainspring 


ELcGIn, Itt.—To introduce its 
new DuraPower mainspring which 
it considers the most startling ad- 
vancement in watches since the 
inception of jeweled bearings more 
than 200 years ago, Elgin National 
Watch Company March 10 began 
one of the most extensive adver- 
tising schedules in its history. 

According to Elgin, the new 
spring, which was developed after 
about 12 years of research, will 
virtually eliminate all watch 
troubles stemming from springs. 
Elgin estimates that 50% of all 
watch repair is caused by spring 
troubles. 

The campaign opened with a 
spread in the March 10 Life, 
which is followed by similar space 
in Fortune (April), The Saturday 
Evening Post (March 15) and U.S. 
News (March 28). Full pages will 
appear in The American Weekly, 
Collier’s, Ladies’ Home Journal, 
Life, Look, The Saturday Evening 
Post, Time and True Story. 

The new spring also will be 
featured in Elgin’s graduation copy 
scheduled for early summer in- 


sertions. In addition to the maga- 
zine schedule, the company is 
sending dealers counter display 
units, 24-sheet posters for outdoor 
advertising, radio commercials for 
local use, and ads which dealers 
may reproduce in local newspa- 
pers. 

J. Walter Thompson Company, 
Chicago, is the agency. 


Issues Research Guide 


Dr. Ernest S. Bradford, market 
research specialist in the school 
of business of the City College of 
New York, has published the 1947 
edition of “Bradford’s Survey and 
Directory of Marketing Research 
Agencies,” which describes the 
facilities offered by each of 100 
leading marketing research agen- 
cies in the larger cities of the 
United States and Canada. 


To Small & Seiffer 


Grove Laboratories, St. Louis, 
has appointed Small & Seiffer, 
New York, to handle the adver- 
tising and promotion of Kare de- 
odorant. 


To Pan American 


Pan American Broadcasting 
Company, New York, has been 
appointed exclusive representative 
of Radio Melilla of Melilla, Span- 
ish Morocco. 
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You know that WJW has topped the morning 
Hooper in Cleveland for many months—and by a 
big margin! But have you noticed the afternoon 
performance? Here again WJW gives you more 
dialers per dollar than any other Cleveland station 
. . » here again skillfully balanced programming 
keeps WJW on the beam as 


CLEVELAND'S CHIEF STATION. 


850 KC 
5000 Watt 
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PUBLISHED WN A SINGLE ISSU 


LARGEST BSN DIRECTORY ISSUE EVER PUBLISHED — 512 PAGES 


LARGEST NUMBER UF ADVERTISIN 


ANY BUILD 


il 


/ LARGEST VOLUME OF ADVERTISING IN HISTORY— 337 PAGES ¢/ LARGEST NUMBER OF ADVERTISERS — 259 


every day more wide-awake manufacturers and advertising 


agencies are recognizing the importance of the modern showrooms of BSN readers 


as outlets for Quick-Volume sales of everything that goes into the home 


How times have changed! Appliances and home products formerly confined 
to hardware, paint and department stores are now sold in tremendous vol- 
ume to millions of home owners through these modern, one-stop showrooms 

Today, thanks to an amazing trend which for years we fostered and 
helped develop, you can display and sell your appliance or home product 
in 25,000 points of sale for these millions of homes. The lumber and 
building material dealer is no longer solely interested in lumber, wallboard, 
lath and the like. Today he is more sales-minded—he is an aggressive 


merchandiser—he operates a ‘department store for the home’, and 74% 


of these dealers are located in towns of less than 25,000—your most 
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a 
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lucrative market. Today he sells hundreds of items he never handled 
before—electrical appliances, radios, electric supplies, linoleum, tools, 
and a host of other products. 

Millions of home owners flock to these modern display rooms with 
ready cash for new products for their new homes and for the remodeling 
and repair of their older homes. 

Get these modern merchants behind your product for quick-volume 
sales. A consistent campaign in the business paper they believe in, BSN, 
will help win their support for your product. You can do a top-notch 
selling job for only $3,000 a year—a page a month. 


“hew-to-do-it” articles by BSN editors have taught.25,000 dealersteaders — 
Sggressive merchandising and helped develop 17,130 modern retail 
_ showrooms ike these that sell every type of appliance e. —— L xsebe 


@ 20,000 DISTRIBUTION TO DEALERS and JOBBERS 
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“He ought to be 


President !” 


Recently, eight enthusiastic Post readers wrote in 
to demand that Frederick C. Othman’s motoring 
cap be thrown into the Presidential ring.: “Othman 
for President; there is no other way!” rang their 
rallying cry. The furore began when Mr. Othman, 
in the November 23 Post, sounded a blast on his 
bulb-type auto horn in favor of the old-fashioned 
car with all its homely virtues. His article, “I Want 
a Crank and Running Boards,”’ shifted readers into 
high gear from coast to coast and really went places. 


“Our advertisement actually put us into a 
business which we never contemplated enter- 
ing—the mail order business.” It was only a 
28-line ad—yet the results were astounding. 


The ad described two miniature plastic trains 


ia ee au 
3 i os 


a 


made by Hensy Toys, and it made three ap- 
pearances in the Post last year. Despite its 
small size, the ad pulled many hundreds of 
orders and letters from all over the U.S. and 


a dozen foreign countries. 
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POST READERS | 
BESIEGE oe 
FAMOUS FORT jf : 


To visit famous Fort Ticonderoga 


on Lake Champlain, tourists have : af 
to take a special trip up a side ~ = 
road. When, starting last August, A 
attendance suddenly soared 25 : es 
per cent above normal, Ticonder- , 


oga custodians looked for the 
reason. They found the answer in 
the lively article in the August 
10 Post, ‘He Wouldn't Give Up 
the Fort.” In no time, visitors from 
all over, Post in hand, swarmed 
over the famous old battlement. 
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More on Advertising Costs 


In the Voice of the Advertiser | 
columns in this issue appears a} 
communication from L. M. Shaw 


of Smith Brothers, taking us to 
task for the article by Arno John- 
son in our March 3 issue, relating 


advertising costs to buying power. | 


In the same department there is a 
pleasant letter from E. B. Weiss, 
who splits his time between ad- 
vertising consultant work and 
dairy farming, and whose six-page 
letter to advertisers, urging them 
to by-pass “high cost media,” we 
reported on some weeks ago. 
Unfortunately, the letter from 
Mr. Weiss which our “Voice” edi- 
tor is just now getting around to 
printing is the most complimentary 
of the several which have now 
been received from him. In gen- 
eral, he echoes Mr. Shaw’s asser- 
tion that we are trying to palm 
off some slightly smelly reasoning 
on the subject of advertising costs. 
Mr. Weiss even goes further. He 
implies—in fact he practically in- 
sists—that no advertising paper 


would have the nerve to present. 


the ‘‘true facts,’ because their ad- 
vertisers, who are principally 
media, wouldn't like it. 

This accusation of Mr. Weiss we 
resent deeply, and deny categoric- 
ally. We have, we believe, dem- 
onstrated time and again that we 
intend to print advertising and 
merchandising news as fairly, 
completely and accurately as it is 
humanly possible to do, without 
fear of anyone or favor to anyone. 
The fact that we were the first to 
publish Mr. Weiss’ recommenda- 
tions—and to publish them fairly, 
without distortion—is in itself an 
answer to Mr. 

We still honestly 


Weiss’ accusations. 
believe that 


' to see that such manufacturers are 


advertising costs—both from the) 
standpoint of the buying power | 
against which they are placed, and 
in relation to other costs—have 
either not gone up or have actually | 
gone down. We may, of course, | 
be wrong, but until someone dem- | 
onstrates our error with facts, | 
rather than opinions, we see no | 
reason for changing our viewpoint. 

Mr. Shaw says that some manu- | 


3 a 
facturers have retained old prices | 


in an attempt to stabilize their|which she tells about hiring a 


markets in a cycle of price chaos, 


they think it is good business. | 
That’s fine! Yet it takes only the | 
quickest glance at any price index 


a decided minority, and it takes | 
only the most elementary research | 
to prove that in no instance in| 
which manufacturing cost is a 
major factor in price have manu- 
facturers been able to maintain 
prewar prices. They haven’t been 
able to because their own costs 
have gone up too sharply. 

We don’t blame Mr. Shaw for 
finding Arno Johnson’s article and 
our editorial irritating to his men- | 
tal digestion. Advertising costs, | 
measured in dollars and cents, 
have gone up. We don’t like that 
any more than Mr. Shaw does. 
But we don’t like the rising cost | 
of all other commodities, either. | 
And the fact remains that while 
most costs have risen without any | 
compensating increase in the value 
or merit of the product, advertis- 
ing media rate increases have been 
accompanied by improvements in 
product value and increased pack- 
age 
than compensate for the increased 
price. 


| 
| 


size which in most cases more | 


Who's Mushy Now? 


We were much intrigued with 
the Ad-libber’s comment on this 
page last week in connection with 
the M-G-M stunt of having maga- 
zine writers take over the adver- 
tising chore on “The Yearling.” 

One of the perennial criticisms 
of advertising is that the profes- 


sional copywriter drools at the 
mouth with the greatest of ease, 
makes mountains out of minute 
molehills, and violates all the 
canons of decency and perspec- 
tive. 

Yet the Ad-libber quotes from 
the ad which John Fante turned 
out for the motion picture, and 


comes to the interesting conclusion 
that all of us, particularly in our 
individual capacities as readers of 


advertising, should be 
preciative of the 
ercised by most 
preparation of copy. He seems 
convinced that it would be un- 
pleasant indeed if the fiction writ- 
ers were to take over the chores of 
the advertising writer, since, as he 
it impossible to conceive 
of an adman writing such super- 
slushy copy. 

One if 
advertising isn’t accused of mushi- 
ness and inanity out of proportion 
to its actual faults in these direc- 
tions, simply because it is adver- 


more 
“restraint” ex- 
agencies in the 


ap- 


says, is 


cannot help wondering 


tising, and a certain percentage 
of people assume that nothing that 
advertising does can be really 


good. 


ype 


"Sure, I've got the stuff. People just feel 


Perspective 

Anyone who has ever listened 
to Bernice FitzGibbon, Gimbel’s 
rampant advertising chief, has 
heard a story on perspective, in 


copywriter because he told her a 


,and others have done so because |horse looks like a violin from | 


above. 

. As a matter of perspective, we’d 
like to show you this mailing piece 
illustration from Northwest Air- 
lines, because it shows what a_dif- 
ference perspective makes. 


We once knew a topnotch navi- 


men’s minds are wedded to Mer- 
cator, and that the flat map pro- 


| jection is our only way of visualiz- 
Anyhow, | 


ing the earth’s curve. 
notice that you can fly north from 
Newark to Manila, and that it’s 
much the shortest route. Notice, 
too, that the Aleutians, which is 
generally remembered as a watch 
chain stretched high on the belly 
of the Pacific, becomes a finger 
pointed north to the Orient. 


Risk 

The Explosives division of 
American Cyanamid Company has 
placed its advertising account with 
Hazard Advertising Company, 
New York. 


Jottings 

We were startled at the heading 
of a release from Raymond Serv- 
ice: ‘“Education’s Public Relations 
to be Ventilated at Atlantic City 
meeting.” . . 

From Chicopee Sales Corpora- 


tion: “An exciting new pink 
package for Chux _ disposable 
diapers is on its way to the 


counters.” 
By now, most advertisers know 
that Duchess Music Corporation 


nethy is now located at tieeeeel 
| College, Davidson, N. C. . . ion the average, about 45% of all 


: lw i b 
gator who was fond of saying that | \°"° paid by 


has required fees for the use of | 
“Open the Door, Richard,” in ad-| 


vertisements, with paid fees rang- 
ing from $50 to $1,500. 


Way from My Door.”... 
Gimmick—Gehl Bros. Mfg. Com- 


a mailing piece with a clever line 
—‘‘If you throw this in the waste 
basket, be sure to put the waste 
basket in the safe!” ... 

Broad Street Trust Company, 
Philadelphia, through Adrian 
Bauer Advertising Agency, is using | 
a clever campaign with such head- | 
lines as “California, Here We 
Stay!” . 

Publicity men could get some)! 
good dope from reading a scholarly 
publication called, “The use of | 
publicity materials in South Da- 
kota weeklies,” which was com-| 
piled by George L. Abernethy and 
Paul M. Berry late in 1945, when | 
both were at the University of | 
South Dakota. The study has been | 
printed by Rural Sociology, and 


reprints are available. Mr. Aber- | 


Cash awards totaling $114,100) 
General Electric | 

Company last year to employes 
who improved operations through | 
its 41 year old suggestion plan. . e 
Readers of the Pittsburgh Press | 
gulped when they ran across al 
Schenley ad which showed two} 
lovely farm girls looking at Schen- 


ley feeds, above a caption which | 


began “Dairy cows like these, 
when fed on distillery by-products, 
turn out 25% more milk .. .” 

The Star, Meridian, Miss., is 
now running a daily comic strip 
in color. ... 

Scout W. H. Bent, 
Larsen & McMahon, notes that in 
AA’s Feb. 25 issue we carried 
classified ads for a copywriter 
who wants to go places in a mid- 
western “ten man” agency, and an- 
other by a copywriter looking for 
a bigger opportunity in an agency 
radio department. Our scout thinks 
they’d make a perfect pair... 

And maybe we ought to tell you 
about Miss America’s new copy 
which goes “MAMFR ... MAMFR 


Miss America means finer 
reading! Yes, Miss America means 
finer reading! So round (defi- 


nitely not a square), so firm(ly 
yours), so fully-packed with fasci- 
nating features, fiction, fashions!” 


Any: day | 
| we expect to find a composer writ- 
ing a song called “Richard, Stay | 


| 
| pany, West Bend, Wis., sends out) 


| ilies. 


of O’Neil, | 


Advertising Age, March 17, 1:47 


The following documents may »e 


‘secured without charge from com- 
panies sponsoring them, or through 


ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 


AcE, 100 E. Ohio St., Chicago 11, 
Ill. = 


| No. 2768. Statistical Data, Trac- 


tors and Farm Equipment. 


Implement & Tractor has issued 
this reprint of data which ap- 
peared in its Ninth Annual Statis- 
tical Number. The material in- 
cludes information on the pro- 
duction and sale of tractors and 
other farm equipment, rural elec- 
trification, farms and crops, 
acreage under cultivation § and 


| value of equipment on farms. The 
| booklet also contains Implement & 


Tractor’s annual estimate of the 
number of tractors by county and 
state, and county statistics on the 


/number of farms and farm buying 
| power. 


No. 2769. Basic Facts. 


Population, employment, hous- 
ing, wholesale and retail trade 
are covered in this compilation of 
market data, issued by the Min- 
neapolis Star and Tribune. Minne- 
apolis, the states of Minnesota, 
North and South Dakota and 16 
counties of western Wisconsin 
comprise the area covered by the 
report. 


No. 2770. Survey on Radios, Pho- 
nographs and Records. 


Console radio-phonographs will 


|make up about 50% of all radio 
| set purchases this year, according 


to this survey, made by Collier's 


/and based on replies to question- 


naires sent to a cross section of 
the nearly 3,000,000 Collier’s fam- 
Nearly half of the maga- 
zine’s families, or 47.9%, plan to 
buy a new set in 1947, the study 
shows, and of this number 49.3% 


|/plan to make theirs combination 


radio-phonograph consoles. 
No. 2728. Automobiles, Radios, 
Electrical Appliances in the 
American Magazine Market. 
This nationwide study, part of 
a qualitative survey of American 
Magazine families, indicates that 


urban families planning the pu! 
chase of cars, radios or electric 
appliances are undecided on any 
particular make. Throughout the 
study, ownership, buying prefe 
ences and plans to buy are sho\ 
for all families and Americ: 
Magazine families. The sur\ 
was conducted in 125 cities a 
towns having 2,500 or more poy l- 
lation, and scattered in 44 sta‘es 


No. 2738. Market Digest of Wi '\- 
ita, Kansas. 

Wichita market data, incluc ng 
an analysis of population, «7- 
ployment, sales and market ind :2- 
tors such as sales tax collecti Ms 
and auto registration, are shc 1 
in this new booklet, issued by ¢ 
Wichita Eagle. 


No. 2674. 
vey. 
Hospital Management has iss 1¢4 
this report of a survey of law 
dry methods and procedures, * |¢ 
gesting the vast size of the |! 
pital market for laundry eq! !)” 
ment and supplies. Of qi 
tionnaires sent to 1,002 hospit: 
419 replies were received f° 
nearly 42% of the superintende 
addressed, 320 of whom repor'¢é 
that their hospitals operate po.’@! 
laundries. 


Hospital Laundry S '" 
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WEEKLY NEWSMAGAZINE OF WORLD LD AFFAIRS. 


‘THAT’S WHY 
MORE THAN 100,000 |MPORTANT PEOPLE IN THE UNITED STATES ARE READING 


to 
tch “Peron Government p plans 
rs for millions of dollars’ worth 


rde 
Pad rth American firms.. 


Z goods with Nort 


tch “French Communists and 
capitalists support $18,750,000, ae - 
gram to — industry and raise ii 


standard . - 


the new World 


Fin nce “Loans by 


Bank to assist in the recovery 7 ra 
ber nations in 1947 are to be smaller @ 
slower than originally scheduled . 


Ibn Saud. eon U. i : tected in n Arabia 
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economy: 
about 15 


amounting to 
an important role in the maint 


duction, employment, and eg 
be expected to do so this year - 


—From the “Economic Report” 
United States, January 3, 1947. 


to Congress by the President of The 


The only w } y i 
y weeklyynews.magazine devoted entirely 


to re i 
porting, interpreting and forecasting the news of world events 
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A letter from the maker of an ice fishing tip-up 
says: “... our advertisement that appeared in 
the November issue of Field & Stream . . . the 
results have been simply amazing. Inquiries 
and orders—41 in 20 days (the inquiries are 
still coming in).’’** The many advertisers who 
make Field & Stream a “must” on their outdoor 
lists will tell you: It’s far more important to 
reach the key sportsmen than to reach 

the most people! 


Proof of results from the advertiser 
*From the testimonial letter files of Field & Stream 
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A recent survey among sports dealers 
asked, ‘‘Which outdoor magazines do sports 
dealers turn to for suggestions regarding 

. .. goods to stock... ?”** The dealers’ 
first choice by a wide margin was Field 
& Stream. This is proof of Field & 
Stream’s influence at the point-of-sale— 
and proof of the fact that dealers are 
interested in selling products advertised 

in this magazine. 

Proof of dealer influence 


**From Richard Manville dealer survey 


There are two ways in which advertisers profit by using Field 

& Stream. They enjoy sales-producing ‘‘double exposure.”’ First— their 
messages are exposed to key sportsmen with the money and desire 

to buy. Second—their Field & Stream advertised merchandise is 
given prominent point-of-sale display by key retail sporting goods 
dealers who know such merchandise sells faster. 

*‘Double exposure’ means more sales. Field & Stream provides 
‘double exposure.” That’s why... 


MORE ADVERTISERS USED MORE SPACE IN 1946 IN 
FIELD & STREAM THAN IN ANY OTHER OUTDOOR MAGAZINE! 


t 
4 


+ THE LEADER—More fishing 
tackle advertisers used more space 
in 1946 in Field & Stream than in any 


other outdoor publication. These adver- 


tisers appreciate the double value that 


"double exposure" provides. 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 
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Don't be satisfied 
with ordinary wasteful 


ak | DISPLAYS 
ee — Way We Suggest... vow is 


the time to employ our counsel and serv- 


ices to insure best acceptance, maximum 
use, consistent results. 


Weare a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in" the force of national advertising. 


—SPEARHEAD-= 


36 Pages... 420 Pictures . 


Write for a copy of it Today on your Business letterhead. 


America’s Largest Organization Specializing 
in Merchandise Presentation. 


W. L. STENSGAARD & ASSOCIATES, INC. 


376 N. JUSTINE STREET « CHICAGO 7, ILL. 


YOUR DISTRIBUTION PROMOTION PLANS WITH 


LEADERSHIP AT “POINT OF SALE” 


sales the week ending March 1 
were 10% greater than sales the 
corresponding week last year, the 
Federal Reserve Board has re- 
ported. 

Cities having the highest year- 
to-year gain for the last week in 
February were Syracuse, up 33% 
and Boston, up 30%. 
column were Wichita, down 13%, 
and Kansas City, down 6%, largely 
caused by heavy snow storms. 

Highest area gain in store sales 
was a 26% gain in the Boston 
(first) district. The Kansas City 
(10th) district had a 3% loss from 
a year ago. 


FOR THE SPOOL COTTON COMPANY 
Complete Notion Department Selling Units 


«+ an Exhibit of Performance 


° Gain Over Same 
Week Last Year 
Week Ending 


| Federal Reserve Feb. Feb. Mar. 
district and city 15 22 1 
UNITED STATES.. 17 2 10 


| 


@ A SMART AGENCY MAN OF K. C., 
SAID, “LISTEN MY BOYS UNTO ME, 
IF YOU WANT INQUIRIES AND SALES 


COMING BACK IN ALL MAILS... 


In the minus | 


Federal Bianeve Pheeves on Sceaibisans Store Sales 


Advertising Age, March 17, 19 


Salt Lake City.... 20 i 


Seattle 16 —4 


rRevised. 


*Data not available. 


The Department of Commerc, 


Boston District 17 7 26 Sec 
New Haven ...... 13 3 i6 | last week released prelimina) 
Boston ........... 19 ‘ 30 | figures showing increases in sa] 
Springheld ....... 2 23 29 and year-end i tories of ing 
Providence ...... fi 13 15 yea | ESTES OS Inc 

New York District... 22 3 14 | pendent retail stores, 1946 ove; 
oct er si kok heh ke - : " | 1945. It shows that, for all such 
> aio sadbeeaes PA ’ 
New York ....... 26 r—5 1, | Stores, sales last year were 26° 
Rochester ....... 14 13 iS |higher than in °45, and year-end 
By reeUuse. <6. .550%% 29 18 33 ee 3 4 of . ‘ 

’ Philadelphia Dist... 15% 6 12 — entor a er 46 fo higher. 

Philadelphia ..... r44 7 10 The inventory gains ranged from 

tg ome District. . A 5 S j|only a 14% gain for drug stores 
MEPOR veces esses 2 2 of : - 
iit: . "20 . ; | to 102% for the automatic groiip. 
Cleveland ........ 13 5 14 |Sales gains ranged from a 
Columbus ........ 23 -t | dollar volume increase for “eating 
co re 20 r12 13 2 ‘ ~ se 
Pittsburch ....... ‘4 6 12 |and drinking places” to a 148% 

Richmond District... 5 r—22 —1 | gain by automotive dealers. 
beth ex yl setae P = 1 The following table shows the 

MIittMOTe ...+. 3 2 —3 | : : 

Attactn Mhatetet 2 aa " _ percentage gain in sales and year- 
Birmingham ..... * 17 , |end inventories by kind of busi- 
SA eee 17 * 10 | ness group: 

PAIOGORR occ ciceess 2 r—é6 ; of, 
New Orleans ..... 1 15 % aaa Gain : 
Nashville ........ 11 1 —2 46 over °45 

Chicago District.... 18 8 10 Inven- 
Dey ba ‘3 i aie a 7 x. 8 Sales tories 
naianapoiis ..... » { -——\ 
te re 9 9 }y ALL BUSINESS 
Milwaukee ....... 20 10 11 fo... 26 = 46 

q 2 > » 

“s ~= ance ides ‘ ® |Food Group ......... 18 26 
Louisville ....... 16 5 9 | Grocery, Combina- 

a OO a ae 13 2 3 SME sos waked ata % 18 29 

eee 7 ale 1 ‘ 5 Other Food Stores.. 19 16 
nneapolis st. : unbki ‘ ( 
Minneapolis ..... Eating, Drinking Places 7 19 
Ot; POU cei 3 (Not available) |General Merchandise .. 23 63 
_Duluth-Superior . Department Stores .. 23 63 

Kansas City Dist.... 1 1 iy -3 General, Variety 17 32 
i OPE rr 16 15 0 : 7 
Wichita ’......... 5 1 1; Apparel Group ....... 19 50 
Kansas City ..... 16 2 6 | Furniture-Household- 
por a ve teees : : 2 PEE ove haat ns Fas <3 50 70 
kl a City . 5 7 2 ain 
ey _ 10 ; _, Lumber-Building-Hard- 

Dallas District ..... 8 r2 4 WaTO 2... reer eeseens 36 50 
Dallas ........... 5 —4 —% | Automotive Group ....148 102 
Fort Worth ...... 4 r4 10 | Filling Stations ....... 30 41 
| a aera 10 12 } : 

San Antonio ..... 20 —2 ‘ei. «Se 15 14 

San Francisco Dist.. 12 rs 16 | Jewelry Stores ........ 17 25 
Lene Aeeees Area. 12 10 1v | Fuel and Ice Dealers.. 8 48 

! 4! ee ara . 
ie Meine. e  - act 9 | Feed Stores, _. 2 18 34 
Portland ........ 17 15 17 'Other Business ....... 26 = 33 
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Innumerable test schedules have proved 
the tremendous pulling power of Capper’s > 
Weekly. Many, long-time advertisers in Cap- 
per’s Weekly originally started with a test we 


schedule and quickly discovered that the 
genuine reader interest in the publication’s 
editorial content extended on to the advertis- 
ing columns. 


“If you want inquiries and sales” from 


the prosperous, able-to-buy farm and rural 
town markets of Iowa, Kansas, Missouri, Ne- 
braska and Colorado 
Weekly and see! 


“Just try Capper’s 


? 


Of The Rural Mi 
ry 


PHYSICAL CULTURE MAGAZIN 
NOW AGAIN ACCEPTING ADVERTISIN 


Bernarr Macfadden’s Physical Culture Magazine has been continuows 
published for nearly fifty years. During the war years, paper restric!io 
made it necessary to reduce the magazine to pocket size and adve'ti 
ing was no longer accepted. 

With these restrictions somewhat eased, Physica! Culture is now ogo 
published in standard size and accepting advertising. 

While in pocket size, the average circulation was 100,000; bu! wi 
the increase in size, plus a nationwide promotional campaign to 204 
up the improved editorial content, advertisers can be assured © sv% 
stantial bonus over and above the 100,000 guarantee. 

Mr. Macfadden enjoys a following of enthusiastic, health con.cio 
family people, who have always proved to be a spontaneous auc ier" 
to the advertising in Physical Culture. These followers of the Macfc dé 
health creed regard Physical Culture as their guide and bible ir tr 
pursuit of a healthful life. 

For further information, consult your advertising agency, or ho" 
write or wire collect: 


BERNARR MACFADDEN’S 
PHYSICAL CULTURE MAGAZINE 
5 Fifth Avenue, New York aaa a 
Slee phe Ao a : 
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ae ANY WAY You LIKE. seal 
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The answer is always, 
"First, The Journal . . . 


then 26 other oil papers. 
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Take Circulation... The Journal’s 22,601 PAID circulation is 7,203 
more than that of any other oil paper. 


Take Reader Preference . . . Oi men have long learned that they cannot 


AGAZIN hope to read all 27 oil papers, so more and more of them are CONCEN- 

TRATING their valuable reading time in The Journal, rather than spreading 
TSIR it skimpily among some of the “other 26 oil papers.” 
ontinuous P . 
sys Take Advertising «++ During 1946 The Journal carried almost twice as age Age gah 
id aadve'ti more from their 


many pages of advertising as any other oil paper. valuable reading time 


. . « and advertisers 


| Row age a greater return from 
0; but wi So, it all adds up to one thing — The Journal LEADS and that’s why readers = por seg 
gn yf Bie and advertisers CONCENTRATE their reading and their advertising in The pap Pe necting 
— ™ P . and in The Oil and 
| Journal .... because they've found by experience that... Gas Journal. 
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Newsprint ‘Pool’ 


Sought to Rescue 
Small Publishers 


Mill Owners Resist 
Appeals to Expand 
Industry's Capacity 


WASHINGTON—The Senate small 
business newsprint subcommittee 
moved last weekend to safeguard 
newsprint supplies for thousands 
of small publishers, but the com- 
mittee was no nearer a solution 
to the over-all paper shortage. 

For immediate hardship cases 
the committee looks to a “pool” 
of 50,000 to 80,000 tons of paper, 
to be available for small publish- 
ers who are unable to locate regu- 
lar sources of paper. 

All day Thursday the commit- 
tee met behind closed doors with 
60 of the nation’s top newspaper 
publishers who have been asked 
to contribute toward a reserve for 
small publishers who are unable 
to find a newsprint supply. 

Both publishers and mill oper- 
ators feared that the existence of 
such a “pool” would invite many 
questionable appeals. 


While he agreed that the ‘pool’ | 


raised important administrative 
problems, Sen. Homer 
(R., Ind.), chairman of the news- 
print subcommittee, warned that 


voluntary assistance appears to be 


the only alternative to rationing. 

Newsprint manufacturers who 
also attended the Thursday meet- 
ing warned that rationing might 
result in less paper for this coun- 
try. Under rationing, they pointed 
out, many existing contract com- 
mitments would be suspended, en- 
abling buyers from other countries 
to exert claims against Canadian 
production. 

Both Sen. Capehart and Robert 
W. Fowler, president of the News- 
print Association of Canada, 
agreed that it was “fantastic” to 
ration 5,000,000 tons of paper in 
order to provide 50,000 tons for 
hardship cases. 

The Canadians insisted that the 
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Capehart 


United States has a “generous’’| labor, religious and fraternal pub- 
newsprint supply in view of the lications. 
newsprint famine elsewhere in Witnesses traced the shortage to 
the world. “enormously expanded demand,” 
While world production is down,|and saw little prospect of relief 
1,000,000 tons, the United States in ‘unless mill capacity is expanded. 
1946 received 3,355,000 tons from 
|Canada compared with a prewar learned that existing supplies are 
average of 2,285,000 tons. SO badly distributed that small 
Mr. Fowler reported that all| papers are worse off than during 
prospective mill output was al-| the war, despite an 850,000-ton 
ready sold under contracts. “If increase in production in 1946. 
there is to be any diversion or re-| Most paper went directly to 
distribution of Canadian tonnage | large publishers under “require- 
| among U. S. consumers, the initial | ments” contracts. 


| 
j 


presently control the 
under contracts,” he said. 


after magazines converted some 
| Small Amounts -Sought 


newsprint mills. 
| Hearings during the past two 
| wassten demonstrated that hundreds Go to Black Market 

of small publications face extinc- The committee found a few 
tion for lack of small quantities|cases where jobbers permitted 
of paper. Though the U. S. used their customers to “starve” while 
| 4,296,000 tons of newsprint in|they diverted the trickle of free 
1946, weeklies are asking only|market paper at $200-per-ton 
60,000 tons; an equally small) prices in the black market. 
/}amount covers requirements of} In calling the publishers 


At the same time, the committee | 


to | 


| work out a means of sharing the 
‘paper supply, the committee 
agreed with witnesses who con- 
tended that the black market 
'a negligible factor in the paper 
| situation. 

While they admit that the big 
publishers suffered the most dur- 
ing the war, weeklies and other 
|small consumers convinced the 
/committee that the “big fellows” 
got more than their share of the 
|near-record 1946 production. 

Ed M. Anderson of the National 


ithan 100 newspapers got the 
| lion’s share of the extra °46 pro- 
| duction. 

| ANPA claimed that it had 
|helped more than 600 publica- 


tions, none of them ANPA mem-| 


bers, and that no publication had 
suspended solely for lack of news- 


print. Nevertheless, the committee | 


moved for a “government spon- 
sored and approved” pool after 
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several labor, religious, fraterna 
and other small organs reported 
they faced serious trouble. 


is | 


Seek Plant Expansion 


The small business committee 
and a special newsprint committee 
in the House, under Rep. Clarenc« 
Brown (R., O.) are looking fo 
ways to convince mill owners to 
expand their capacity. 

During depression years, news- 
papers were such “tough buyers’ 
| that more than two-thirds of Can- 


| 


Jobbers who | Editorial Association pointed out)ada’s paper producing capacity 

action must be by consent and/serve the small publishers were | that 525 newspapers, which use| was forced into receivership, ac- 

|authority of the customers who} held to 1945 quotas. Several job- 73% of the newsprint, increased | cording to Robert Canfield, coun- 

tonnage| bers and many small publishers | their consumption by 27% in 1946.|sel for the American Paper and 
were unable to find new suppliers | He implied that a short list of less | Pulp Association. 


| “The memory of such a situa- 
| tion, coupled with knowledge that 
ithe basic facts will again permit 
the situation to duplicate itself, is 
/not conducive to investing the mil- 
lions of dollars necessary in new 
mills to supply what most people 
believe to be a temporary peak 
demand,” Mr. Canfield said. 
Publishers have tried to con- 
vince mill owners that the present 
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aterna emands are not temporary,|dim view of newsprint possibilities | ; , 
eported NPA’s general manager, Crans- | in the South, unless changes are Howard Korman Joins GF Buys Bird & Sons 
1 Williams, told the Senate| made in harvesting of pine there Donahue & Coe Agency General Foods Corporation, New 
7 ‘soup. They have collected im-|for fuel and lumber purposes, as _Howard Korman, for 15 years Pe ee — _ 
ressive estimates of new capital | Well as paper. A sizable paper in- | Vice-president in charge of mer- ),44 anaunscaeur at Teas 2 
imittee : sas chandising and promotion of Mc- ’ = oe. Soe 
' restments in publishing plants | dustry, added to present demands C = > P as O°" \tard powder and other grocery 
nmittec evidence of their confidence in| 0M southern pine, would soon ex- conn a ae ae woes Dona- specialties. The facilities of Bird 
laren: . future. _haust this important material, ex- | chandising director » as mer~' have been used for the last year 
ing fo At its “organizing session” here | perts reported, and leave southern For three years " until last Oc- |to manufacture two GF products 
ners to at week, the House group con- forests laden with less desirable tober, Mr. Korman was president on a contract basis. The purchase 
ered a grant to the Harvard | hardwoods. of the Direct Mail Advertising As- = ae nese pte — any addi- 
— iversity school of business ad-| A spokesman for Canadian pro- | sociation. ee ee ee 
buyers’ § nistration for the preparation | ducers felt newsprint capacity | een ee | ile wv 
af Con 4 projection of advertising and | Could be increased 500,000 tons by Runs Sunlamp Copy Fairfield to Corbin 
- ad culation trends over the next peer and bears psnen and repairing | The price reduction advertise-| Fairfield Laboratories, Inc. 
Qe cade to document the prospects | Ing \ ‘ments recently scheduled by Gen- Plainfield, N. J., has named Corbin 
’ continuing high demand. He saw a possibility that Can-| eral Electric Company for the G-E| Advertising Agency, New York. 
er and Representatives of the Interior ada would ship as much as 169,000|sunlamp were placed through General and trade publications, 
d Agriculture Departments re-| additional tons of newsprint to| Foster & Davies, Cleveland, and ewspapers and direct mail will be 
| situa~ [ited the government will pub-| the U. S. in 1947, and argued that not through Batten, Barton, Dur-| used to promote its Arfax insect 
ige that ff} 1, “terms” for establishment of | “increasing the efficiency and pro- | Stine & Osborn, as reported in the killer, Nutri-B and Purity Cross 
permit wsprint mills in Tongass Na-| ductivity of existing producers” is March 3 AA. Hyp pow tte arog me company’s 
muelt, is onal Forest, Alaska, within a few | by far the most expeditious way of | eee EY eo 
he mil- ays. The Alaskan industry, cost-| getting substantial improvement | Two Appoint Seidel . 
a ng an estimated $20,000,000, might | in supply to meet world demands.| Seidel Advertising Agency, New Turnbull Quits Agency 
Agen supply 1,000,000 tons of newsprint ———— hei — — PR ges a - , Henry R. eo eg = — 
y peak FF : aul : c . andle the advertising o iola| drawn as a partner in Gahagan, 
1. pe hg aargtd “1 private firms Wakely Joins Foster Weinberger Giaauae” manufac- Turnbull & oc. New York eg 
ian. en induced to make the necessary Richard B. Wakely has joined turer of women’s gloves, and He will announce his plans soon. 
present nvestments. the Harry E. Foster Agency, To-| Langane, manufacturer of deco- His temporary headquarters are at 


Agriculture spokesmen took a 


ronto, as space buyer. 


rative textiles. 


250 Park Ave. 


Q. 


Why has Robbins & Myers Inc 


. for thirteen years been a con- 


sistent advertiser in Business Week? 


Because advertisers of machinery have found that advertising 
dollars spent in Business Week 
classification— 


produce better results. In this 


BUSINESS WEEK 812 


av wiveinr 1 BW cdr oy 


gel Pec , 


1946 pages of advertising under classification 
MACHINERY (including Lubrication) 


Under the Publishers Information Bureau classification above, Business Week 
carried ... (a) More pages of advertising than any other national magazine of 
any kind (b) almost as many pages as all other general-business magazines and 
national news-weeklies combined (c) more than the total for all national news- 
weeklies (d) nearly three times as many pages as all other general-business maga- 
zines COMBINED! Per advertising dollar, Business Week reaches a greater concen- 
tration of management-men than any other general-business or general magazine. 


NOT ONLY ROBBINS & MYERS 


Other advertisers inthe“Machinery” 
(including Lubrication) classifica- Inc. 
tion who have been with Business 
Week for 10 years or more, include: 


Allis-Chalmers Mfg. Co. 
Century Electric Co. 
Chambersburg Engineering Co. 
Cutler-Hammer Inc, 


B. F. Goodrich 


Gulf Oil Corp. 


Socony Vacuu 


Thomas A. Edison, Inc. 


Goodyear Tire & Rubber Co., 


Minneapolis-Honeywell 
Regulator Co. 

New Departure Mfg. Co. 

SKF Industries, Inc. 


The Texas Company 


Co. Twin Disc Clutch Co. 
Warner & Swasey Co. 


m Oil Co., Inc. 


— 


“WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 


— POR 


* 
iat 
. 


Timken Roller Bearing Co. 


THE 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended September 30,1946, 


...and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


“Can you blame us for being 
proud of facts like the fol- 
lowing...” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 


MagazineB.... 264 MagazineE.... 157 munities of 1000 population 
MagazineC.... 224 MagazineF.... 60 or more.These places include 
MagazineD.... 220 MagazineG.... 19 the 760 key cities where 50% 


of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 

) great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


MERICAN 


\VEEKLY 


“The Nation’s Reading Habit” 


A Hearst Publication 
63 Vesey Street, New York 7,N. Y. 
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Reveals New Fabric 


Gantner of California, San Fran- 
cisco, maker of sports apparel, is 
using a new fabric, made by the 
Coldfire process and said to be 
visible for two miles, in a new 
line of swimming and sports wear. 


The fabric was used during the | 


war but was kept under strict 
wartime secrecy. 


Joins Malcolm-Howard 


Peter Emanuel, formerly adver- 
tising director of Society 
Clothes, Inc., has joined the copy 
and art departments of Malcolm- 
Howard Advertising Agency, Chi- 
cago. 


Brand 


in CIRCULATION 


in ADVERTISING 
in LEADERSHIP 


14 Ways to Lower 
Distribution Costs 
Given by Crisp 


Cuicaco—Twenty-four measures | 
to reduce distribution costs, which | 


figured in S. C. Johnson & Son’s 
drastic reduction in costs between | 
|1939 and 1947, were explained 
here Monday by Richard D. Crisp, 
sales analyst for the company. 
Speaking at the U. S. Chamber | 
of Commerce annual National 
Marketing Conference, Mr. Crisp 
emphasized need for unselfish co- 
operation by business to insure 
corporate survival by reducing 
distribution costs. Marketing costs, 
he said, are “inherently reducible” 
and will have to be reduced if 
business is to avoid the “red ink 
‘that is nearer than we think.” 
He said his own company, work- 
| ing with “relatively crude ‘analy- 
icone tools,’ found it possible to 
reduce unit distribution costs by 
stepping up the effectiveness of 
i sales effort. Johnson’s sales 


MADE 
OF 
NON- 
SHATTERING 


LUCITE 


YOUR DEALERS WILL BE GLAD TO 
SHARE COST OF A Golden Glow SIGN 
BECAUSE IT CARRIES THEIR NAME 


Among the most beautiful and effective of all signs 
—deep engraved letters and design brilliantly illu- 
minated in colors 


Write for circular and 
distribution plan. 


Inc. 
Chicago 6 


HEXCO PRODUCTS, 
315 W. Quincy St., 


Champions can call their punches; 


We don’t play typographic hunches. 


volume per salesman is up to 


366% of the 1939-41 average, he | 


said, while sales force expense is 
down to 42% of the prewar aver- 
age, field sales expense is down to 
55% 
| ministrative expenses—including 
| advertising—now account for only | 
| 68% of the former average. 


Sell What They Want 


His 24 suggestions included: 

|; 1. “Sell what people want to 
| buy rather than persuade them to 
|'buy what you sell.” 

2. Eliminate “duds” which rep- 
| resent a small share of net sales. 
| 3. Eliminate all sizes and va- 
rieties of each product not abso- 
| lutely necessary. 

4. Check estimates of market 
potential on the basis of total in- 
dustry volume instead of company 
sales. 

5. In the case of consumer 
products, do not rely on a com- 
parison of company sales with in- 
dustry volume in order to arrive 
at an estimate of the company’s 
share of the market. “Differences 
in factory shipments and consumer 
purchases showed that shipments 
of one Johnson product were equal 
to 94% of industry volume but 
sales to consumers were only 40% 
of the industry total.” 

6. Relate sectional shipments to 
consumer purchases to prevent un- 
equal distribution. 


Tells Johnson Experience 


7. Review consumer prefer- 
ences by package sizes and va- 
rieties. 

8. Measure sales costs by ter- 
ritories to determine variations 
between territories which may be 
a sign of weakness. 

9. Crystallize sales responsibil- 
ity so that sales territory bound- 
aries coincide with sales control 
boundaries and overlapping re- 
sponsibilities are removed. 

10. Maintain an accurate pic- 
ture of sales performance in each 
district to show weaknesses which 


knew “of no single point of at- 
tack which offers a richer promise 
of increased profit through lower 
unit distribution costs.” 
Among other points, Mr. 


war practices for validity today,” 
and cited the eliminating by John- 
'son of cooperative advertisers and 
demonstrators as uneconomical for 
| its products. 

| He urged reconsideration of the 
value of wholesalers, pointing out 
that his company had found that 
'wholesalers can perform services 
|for Johnson at a lower cost than 
| the company can. 


| Warns Flying Schools 


Maj. Franklin E. Learned, super- | 


visor of accreditation for the Con- 
| necticut department of education, 


has warned flying schools oper-| 


_ating in the state to avoid mis- 
|leading advertising which urges 


| veterans to “learn to fly free” and | 
under | 
'the law. He said proofs of all ads to | 


quoting their “entitlement” 


| be used for the enrolment of vet- 
erans in flying schools must be sub- 
mitted to the department for ad- 
vance approval, and that operators 
_who do not conform will be forced 
to retract objectionable copy. 


| Nemes Salow & Medi 


Jencraft Mfg. Company, Pater- 
ison, N. J., Venetian blind manu- 
facturer, has appointed Salow & 
Riedl, “Passaic. Two-color page 
insertions in business papers will 
be supplemented by point-of-sale 
material, including newspaper 
mats, business cards and other 
dealer helps. 


N. Y. Agencies Merge 


Daniel E. Brown Advertising 
| Agency 
| Advertising Agency 
| consolidated to form 
Brown, Inc., 
York. 


have been 
Kurk & 


of °39-’41 and sales and ad-| 


need attention. Mr. Crisp said he | 


4 


| 


| 


Advertising Age, 


March 17, 194 


MILADY ENTERTAINS—Kira Melis (right), co-publisher and editor-in-chief of 

Milady of California, new magazine to carry only California advertising (AA, 

Feb. 3), chats with Mrs. Jean W. Rindlaub, (left), 

Barton, Durstine & Osborn, and Janet French, also of BBDO. The three relay 
at a lunch given in New York by the magazine. 


vice-president of Batten, 


Launches Watch Drive 


Pierce Watch Company, New 
York, has launched a campaign in 
magazines and newspapers, using 
the slogan “Pre-Timed by Elec- 
tronics!” The ads offer a free color 
booklet, entitled “From Sun Dials 
to Pierce Watches.” Joseph Katz 
Company, New York, is. the 
agency. 


Lucas to Yale & Towne 


Walter E. Lucas, formerly per- 
sonnel manager of the Curtiss- 
Wright Corporation airplane divi- 
sion, Buffalo, has been appointed 
assistant director of industrial re- 
lations for the Stamford division 
of Yale & Towne Mfg. Company. 


O’Boyle Joins Bayard 


on the East Coast editorial staffs 


of Charm and Deb, has joined Jere | 


Los Angeles, | 
and 


Bayard & Associates, 
as fashion-publicist 
writer. 


Appoints Fisher Agency 


Toronto, has appointed 
James Fisher Company, Toronto, 
to handle Canadian advertising. 
Magazine copy broke this month. 


Mary Helen O’Boyle, formerly | 


copy- | 


Bathasweet Corporation (Can-| 
| ada), 


— —_ 


Goodrich Issues Booklet 


B. F. Goodrich Company, Akron, 
has issued a 28-page booklet on 
“Typical Examples of Develo 
ment in Rubber and Korosea!.” 
The booklet reproduces 26 of the 
company’s case history advertise- 
ments, which stress the part 
played by research and develop- 
ment. 


Names Street & Finney 
Charles Rein & Co., New York, 
maker of the Rein roll holder, has 
appointed Street & Finney, New 
York, to handle its advertising. 
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business news in the nation’s 
greatest industrial area 
— the Central West. 


e 


Chicago Hournal 


— of Commerce | 


if the 


‘ensus 
In a 

ill ine 

ram 


Crisp | 
urged a questioning of “all pre-| 


and Alexander J. Kurk| 


142 W. 32nd St., New | 


New folder discusses Construction, Materials and Treatment, 


| 


with examples of each. Handy to have when you are planning 


a catalog job. Write for a copy on your own letterhead. 


| 


|  BEAVERITE PRODUCTS, INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 
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=~ Commerce Body _. 
» [Urges Members to. 
‘Spur Census Bills 


| WASHINGTON—The United States 
hamber of Commerce committee 
1 business statistics followed its 


gorous endorsement of a busi- 
x»ss and manufacturing census 
st week with a brochure to all 
\ embers, urging them to get be- 
»ind the Hagan and Hawkes bills 
- ithorizing full studies covering 
re. a 147, 
= The brochure told chamber 
n-chief of f embers: “Remember that Con- 
sing (AA, ess is appropriately concerned 
of Batten, yout government expenditures. 
hree relax “Up-to-date census data, how- 
rer, will help much in ad- 
incing the management of our 
>0klet F.conomic and business affairs, the 
ry, Akron,fjob of making the jobs; and they 
ooklet onffwill thus, as a by-product, make 
Develop-§possible further government econ- | 
Koroseal.”§ mies.” 
26 of the The chamber’s committee, 
7 pointed out that the quinquennial | 
develop- censuses proposed in S554 and 
HR1821 “will produce better data 
at a saving over the old program.” 
inney The chamber recalled that no 
lowe York business or manufacturing censuses 
older, hos had been made since 1939, and 
ney, Newgedded: “We want statistics, not 
rtising. euesswork.” 
Meanwhile the census _ bills 


marked time in the busy Senate 
iid House civil service and post 
iffice committees. The bills have 
been endorsed by the Census Bu- 
reau, but neither committee has 
lecided on a date for discussion 
if the measures. 

The Senate committee reported 
‘onsiderable mail on the project. 
However, the committee is occu- 
pied on a thorough study of post- 
age rates and government employ- 
ment, and has yet to deal with any 
‘ensus measures. 

In addition to $554, the Hawkes 
bill incorporating the census pro- 
Pram endorsed by the chamber, 
he committee also has S6, a bill by 
sen. McCarran (D., Nev.) provid- 
ng for a census of transportation. 
Vhile the McCarran bill also sets 


f you sell 
CIGARETTES | 


‘ou Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
oreferred station of almost five 


nillion listeners. 

WIBW is preferred by deal- 
rs, too, as shown by their 
snthusiastic tie-in promotion at 
20int of sale. 

We have a reputation for 
ard-hitting selling. Let us prove 
+ to you by RESULTS. 


tment, 


up quinquennial censuses of busi- 


ness and manufactures, it omits | 


authorizations for interim reports 
on a sample basis, to keep sta- 
tistics current. 


Ads Honor Anniversary 


The 75th anniversary of the Do- 
minion Oilcloth & Linoleum Com- 
pany, Montreal, will be featured 
in the company’s trade and con- 
sumer advertising in 1947. The 
Montreal office of Cockfield, Brown 
& Co. handles the account. 


Ronalds Names Horner 

Roy Horner, formerly’ with 
Bomac Ltd., Toronto, and pre- 
viously art director of Alfred R. 
Poyntz Advertising, Toronto, has 
been named art director of the 
Toronto office of Ronalds Adver- 
tising Agency. 


Henderson Appointed 


21 


vision of Bendix Radio division, | attractions of the 70 member cities 


Bendix Aviation 


Corporation, | and towns. 
Lester J. Henderson, formerly | Baltimore. He succeeds J. T. Dal-| picture, entitled “Land of the 


A sound-color motion 


assistant general sales manager of| ton, who has been promoted to! River Gods,” is being made to 
Weatherhead Company, Cleveland, | general sales manager for Bendix | publicize the vacation attractions. 


has been appointed advertising 
and general sales manager of 
Aeroquip Corporation, Jackson, 
| Mich. 


| 


Andrews to Dearborn 


| 
| 


radio and television. 


Counties Set Ad Budget 


Pertex Ups Tate 


Perfex Corporation, Milwaukee, 


The Pioneer Valley Association,| manufacturer of automatic tem- 


which covers Franklin, Hampden) perature controls and 
and Hampshire counties in Massa-! engine 


industrial 


radiators, has promoted 


G. D. Andrews, formerly vice-| chusetts, has set a 1947 budget of | V. Robins Tate, vice-president and 
president and general manager of | $33,500 for national advertising of | secretary, to executive vice-presi- 
Fabricated Buildings, Inc., Spring- | the tourist, residential and sports| dent. 


field, Mo., has been appointed ad- | 
|vertising and _ sales promotion | 
/manager of Dearborn Motors Cor- | 
| poration, Dearborn, Mich. | 


‘Bendix Boosts Silliman 
Horace H. Silliman, a district 
manager for the past three years, 
has been appointed manager of 
distribution for 


radio and tele-| 


BONDED SPECIAL 


DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


PHONE DEL. 1234, 412 N. Wells St., Chicago 


PICKS UP AND DELIVERS 
Anything from a letter to a truckload 
shipment. Rush delivery 
anywhere in Chicago 
—to the railroad sta- 
tions, airports or 
trucking platforms. 


of anything 


SPONSORED BY TIDEWATER OIL 
THRU LENNEN & MITCHELL 


“BOSTON BLACKIE” 


I39 


IN MINNEAPOLIS! 


Fourth highest rated program 
all days, all times, all stations! 


¢ YOUNGSTOWN 


“BOSTON 


TRANSCRIBED HALF-HOUR - 


ei elelera 


OTHER “BLACKIE” RATINGS: 


® LOUISVILLE 13.8 
e NEW YORK 9.8 


21.3 


STARRING RICHARD KOLLMAR 


HOOPER SUMMER CITY REPORT 
JULY —SEPTEMBER, 


1946 


FLASH. . NOW 16.9 


RADIO'S GREATEST POINT-PER-DOLLAR BUY! 


oct. —DEC.— 1946 
c. E. HOOPER 
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NIELSEN OFFERS 


A NEW YARDSTICK 


...Which again shows that 
an advertiser gets more 


for his money on CBS 


The Nielsen Radio Index, which measures the minute-by-minute listening of U.S. radio 
families, creates a new and valid yardstick for measuring network values. 
It is: cost per rating point per minute... or, the cost per minute of actual 


audience earned in terms of total time and talent expenditures.* 


*EXAMPLE: a half-hour program with a talent cost of matics: total cost for 30 minutes: $9,000. Cost per min- 

33.000 and time cost of $6,000, and an NRI rating of 10, ute (regardless of rating) $300. To get cost per rating 

; 7 has a cost per rating point per minute of $30. Mathe- point per minute, divide by rating (10). Answer: $30. 
sources: Vielsen’s computations were based on month-in month-out NRI Average Audience Ratings, on talent costs as estimated 


by Variety, and on actual time costs (with discounts earned) quoted on network rate cards. 
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OF NETWORK COSTS 


Averaging audiences and costs for all sponsored network programs broadcast during 


the twelve months of 1946. Nielsen found that: 


CBS costs less per rating point per minute than any other network. 


Taking CBS as LOO. the chart and tables below show the standing of the networks: 


ALL COMMERCIAL NETWORK PROGRAMS Cost Per Rating Point Per Minute 


100 


NETWORK A __iIOl 


NETWORK B 119 


NETWORK C 136 


Costs in ratio to CBS. CBS = 100 


Here, at last, is a realistic index to the COST PER RATING POINT PER MINUTE 
All Daytime All Evening 
} Commercial Programs Commercial Programs 
relative dollar values delivered to the adver- 
a a eee 100 ae a ee 100 
° ° * NETWORK A .... 99 “ aTwoRk Oo .» » See 
tiser by each of the four networks. 7 ——|— 
NETWORK B .... 115 NETWORK B ...... 141 
NETWORK C .... 134 NETWORK GS S- 142 


It confirms again the leadership of CBS. 


COLUMBIA BROADCASTING SYSTEM 
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PR Group to Aid 
United Nations 


New YorK—A “committee of 
public relations counselors of the 
United Nations” has been formed 
with Allan P. Ames of Ames & 
Norr, New York, as chairman, fol- 
lowing conferences with repre- 
sentatives of the United States 
delegation to the U. N. and the 
State Department’s Office of Pub- 
lic Affairs. 

Other committee members are 
William H. Baldwin, Verne Bur- 
nett, Glenn Griswold, John W. Hill, 
Raymond C. Mayer, Julie Medlock, 
Earl Newsom and T. J. Ross. 


Warren R. Austin, U. S. repre- | 


sentative to U. N., said that “lead- 
ers in the profession dealing with 
the problem of informed public 
opinion, based on effectively pre- 
sented information, can do a great 
deal to develop enlightened sup- 
port of our participation in the 
United Nations.” 


Researchers Organize 
Led by Rene Pepin, vice-presi- 


dent and research director of 
Stockton, West, Burkhart, as 
chairman, a group of Cincin- 


natians engaged in market re- 


search have organized the Cin-| 


cinnati Market Research Council, 
patterned after the New York 
Market Research Council. A 
nominating committee, named by 
Mr. Pepin to select officers, in- 


TYPOGRAPHY Seaeeescem HAPHY. 


typography efficiently produced for 
the letterpress and offset processes. 


Advertisements «+ Brochures « Catalogs « Publications 
CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


. we have what it takes... type faces 
second to none. expert craftsmen.. 


cludes Ben Schapker, merchandis- 
ing research manager, Kroger 
Company, chairman; Roger Hum- 
phries of the market research de- 
partment, Procter & Gamble, and 
Hugh Whales, assistant professor 
of marketing, University of Cin- 
cinnati. 


Promotes Handy Flame 


Handy Flame, a trade character 
copyrighted by W. H. Rohr Jr., 
president of Handy Flame, Indian- 
apolis, is being promoted for use 
by gas utilities in small insertions 
in Gas and through direct mail. 
The new character made its first 
appearance in February advertis- 
ing and sales promotion of the 
North Shore Gas Company, Wau- 


| kegan, Il. 


RCA Boosts Trainer 


Radio Corporation of America, 
Camden, has promoted Merrill A. | 
Trainer from director of tele- 
vision terminal equipment devel- 
opment to manager of RCA tele- | 
vision equipment sales. He succeeds | 
Henry Rhea, who has resigned to! 
manage Station WHOW, Clinton, 
Ill. 


hour schedules . . 
one price! 


Get double 


‘YZ suorTs 
FOR | PRICE 


with WRR-KFJZ 


There is a billion-dollar buying income 
in the Dallas-Fort Worth area 

and WRR and KFJZ are giving adver- 
tisers double coverage of these two 
markets with simultaneous-or-separate- 
. both stations for 


results for your 
client with WRR and KFJZ .. . 
two stations — one price. 


(rf BEST RADIO — 


DALLAS 


| of Commerce announced last week | the 6,000 paid subscribers 


TWO STATIONS FOR ONE PRICE 


NATIONAL REPRESENTATIVE 


WEED AND COMPANY 


NEW YORK ® BOSTON ® DETROIT ® CHICAGO ® ATLANTA ® SAN FRANCISCO ® HOLLYWOOD 


March 17, 1947 


Advertising Age, 


THEIRS IS 400TH—Station WMID, Atlantic City, now under construction and 
slated to become the 400th affiliate of the Mutual net (AA, Feb. 17), is owned 
by two MBS officials and a WOR engineer, seen here receiving congratulations 


from Carl Haverlin (second from right), 
station relations, in the network's New York headquarters. 


Mutual vice-president in charge of 
Left to right: Pau! 


Hancock, director of station relations research; Earl M. Johnson, director of 
engineering; Mr. Haverlin, and Charles Singer, assistant chief engineer of key 
station WOR, New York. 


Commerce Drops 
New Publication 


mental publications that might be 


| issued competitively in any field.’ 


The Commerce Department an- 
|/nouncement said refunds on the $3 


WASHINGTON — The Department | 'subscription fee would be made t 


that it would drop ‘Federal Sci- 
ence Progress,” 
readable “slick” used by the Office 
of Technical Services to publicize 
progress on non-secret research 
carried on with federal funds. 

In suspending the publication, 
which started in February, the 
department bowed to the protests 
of Associated Business Papers, 
which considered it “subsidized 
competition” with ‘publications 
performing kindred services under 


|our free enterprise system” (AA, 
| March 3). 
| M. A. Williamson, ABP’s presi- 


dent, had complained to Rep. John | 
Taber 
| House appropriations committee, 
‘and to Commerce Secretary W. 
Averell Harriman that 


“there is | 


| 


the attractive and | 


(R., N. Y.), chairman of the | 


afte: 
the June issue. The department 
“will attempt to achieve its orig- 
inal objective through enlisting the 
cooperation of private publishers,” 
it explained. 


Make Video Survey 


The National Retail Dry Good 
Association, New York, is survey- 
ing its members to determine thei 
interest in television as an adver- 
tising medium. The National As- 
sociation of Broadcasters is poll- 
ing television stations now oper- 
ating in eight cities in cooperation 
| with the NRDGA study. 


Garrison Appoints Witt 

| Lester Witt, formerly assistant 
*| production manager of Ruthraufi 
|& Ryan, Chicago, has been ap- 
pointed production manager 0! 


/no limit to the number of govern-| W. W. Garrison & Co., Chicago. 


IN BUFFALO ... 
EVERYONE READS THE 
BUFFALO EVENING NEWS 
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HOME COVERAGE 


HERE ARE THE FIGURES . 


Sulfate City Zone Population 
Y State 1945 Population Estimate 


aisines of City Zone Families 
N. Y. State 


In the City Zone 


Estimate, 3.8 Persons Per Family 


NEWS Net Paid City Zone Circulation 
Audit Bureau of Circulations, Sept. 30, 1946 


IT ALL FIGURES TO 95.9% 


*TOTAL 
Net Paid 
Average 

Circulation 


667,944 
175,775 
168,562* 


COVERAGE 


A. B.C 
Sept. 30, 1946 


262,094 


MAXIMUM COVERAGE AT MINIMUM COST 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 


“Western New York’s Great Newspaper”’ 
KELLY-SMITH CO., National Representatives 


New York @ Chicago @ Philadelphia @ Detroit @ Boston @ Atlanta @ San Francisco 
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Nat'l Research 
to Be Agent for 
Townsend Plan 


Cuicaco—The Townsend nine- 
point system of evaluating adver- 
tising, a combination of the orig- 
inal 27 points offered first about 


‘Frigidaire Promotes 3 


General Motors Corporation has 
promoted P. H. Brennan from 
commercial sales manager to the 
newly created post of sales man- 


| ager of the direct factory sales de- 


partment of its Frigidaire division, 
located in Akron. W. F. Switzer 


| will move from manager of mar- 


| keting research 


é ; igidaire’ mmercial sales, and 
10 years ago, is being launched on | Frigidaire’s commerci 


a nationwide sales basis to small | 


retailers, small newspapers and 
other retail advertisers through 
the National 
Inc., recently 
agent. 


appointed sales 


to manager of 


L. W. Smith, formerly assistant 
marketing research manager, will 


become marketing research man- | 


| ager. 


Research Bureau, | 


The appointment represents the | 


first time that the evaluation sys-| 
tem has been marketed outside the 
facilities of Townsend Methods, 

Inc., and through increased sales 
of the plan, its prices are expected 
to be less. Prices for the nine- 


‘American Girl’ Starts 
Fashion Promotion 


American Girl, New York, pub- 
| lished by the Girl Scout organiza- 
tion, will launch this month a 


| year-round fashion promotion pro- 


point plan now range from a low | 


of $300 to a high of $5,400. 
It is probable that the plan will 


be issued on a subscription basis | 
through a series of bulletins to be | 
distributed by National Research. | 


Will Townsend, head of the evalu- 
ation firm, said that the plan 
would thus be available to the 
smallest retailers. 
it is now in use by 22 department 
stores and 17 newspapers, as well 
as an undisclosed number of re- 
tail users throughout the country. 
The nine-point plan was _ intro- 
duced about four years ago. 

Mr. Townsend said that the 27- 


He said that) 


point plan is still available and) 


that it serves principally national 
advertisers. 


Launches Satin Sky 


Staddon & Kilbourn, Montreal 
and New York, which appointed 


Jasper, Lynch & Fishel, New York, | 


in January to handle advertising 


on Shandra perfumes and cos-_ 


metics, will introduce Satin Sky 
hand lotion to the United States 
next fall, through the New York 
agency. Satin Sky was introduced 


in Canada through a series of 70, | 


450, and 600-line newspaper in- 
sertions in key markets from Mon- 


treal to Vancouver, and American | 
distribution will be extended mar- | 


ket by market through local news- 
paper advertising, based on results 
already obtained in Canada. 


West Joins SSC&B 


Robert West, 
Kenyon & Eckhardt, New York, 


formerly with | 


has joined Sullivan, Stauffer, Col- | 


well & Bayles, New York, as an 
art director. 


‘rancisco 


— 


——_—__—_—_ 


Retail Sales Are 
Powerful Pulse Beats 


In Winston-Salem! 


With a metropolitan population 
of over 125,000 — and grow- 
ing all the time — Winston- 
Salem accounted for $60,384,- 
000.00 in retail sales, according 
to Sales Management Survey of 


Buying Power of May, 1946. 


These are mighty powerful 
pulse beats in the life blood of 
any market, and Winston-Salem 
is a leading Retail Market in 
the South’s Number 1 State,— 


a “must” for advertisers with 


something to sell! 


Journal and Sentinel 


Winston-Salem, North Carolina 


National Representative: 
KELLY-SMITH COMPANY 


gram for the 650 stores throughout 


the country which have Girl Scout 
equipment departments. Fashion 
shows, titled “Fashions for the 
American Girl,” will be held 
monthly, under the joint sponsor- 
ship of the magazine and local Girl 
Scout Councils, as part of the 35th 
anniversary celebration of the Girl 
Scouts. 

The shows will concentrate on 
fashions for all girls aged 10-16. 
Fashion changes in Girl Scout uni- 
forms during the past 35 years will 
be a feature of each show. 


| Opens Seattle Office 


Gerth - Pacific Advertising| 
Agency, San Francisco and Laos | | 
Angeles, has opened a Seattle of- 
fice at 931 Republic building. Jean 
Hadley, formerly manager of the | 
Seattle office of Manson-Gold Ad- 
vertising Agency, has been ap- 
pointed manager. 


THE BEST WAY TO REACH 
16,000,000 BOWLERS 


Tell Your Story in Bowling 


Over 35,000 circulation, including 24,000 league and 
2515 city association officials. The only magazine with 
100% coverage of 5394 certified Bowling establishments. 
Bowling market, wide open after four war years, produces 
$291,000,000 annually — three times as much as pro 
baseball. Write for our latest rate card today. 


THE BOWLER'S MING 


Official Publication of = 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


IN RURALIST MISSOURI, | 
" BABY CHICK CAPITAL OF THE WORLD, 


Doearit Put Ue a Eas in One Baakel 


22) Clinton merchants, whose na- 
tionally advertised lines compete 
for the area's farm business, 
know what publications shape 


product preference. Sales-wise 
Tom Mansfield, dealer in farm 


implements, equipment, cars, re- 
-: frigerators, tires and appliances, ©: 
: stresses brands advertised in Mis- ©: =: 
“because farmers ©. 
have confidence in the contents = 
=: of this publication.” sae 


souri Ruralist, 


One of eight hatcheries in Henry 
County, Lindstrom’s buy the 
premium-priced eggs from a 
half-million hens to supply their 


business. Yet, this is only one 
source of income in this pro- 
gressive balanced Missouri 
agricultural community. 


Every year 20,000,000 baby chicks from Henry County, Missouri go 
to poultry raisers all over America. Such a big industry naturally de- 
mands much poultry activity from farmers of the region. But the 
16,000 market-wise farmers in the Clinton trading area do not depend 
on chicken and egg production to assure their income. 


Their local retail purchases of 514 million dollars per year are the re- 
sult of well-balanced farm programs. These farmers raise 40,000 
cattle, 70,000 hogs, 9,000 sheep. They produce 214 million gallons of 
milk per year. More than 150,000 acres of productive land are devoted 
to corn, wheat, oats, hay and other cash crops. Here, as throughout 
Missouri, it all adds up to an unfailing income. 


These Missouri farmers are following the practical leadership of Mis- 
souri Ruralist, dominant advocate of balanced farming in Missouri. 
That Missouri Ruralist influence is a significant factor in building 
product and brand preference is thoroughly appreciated by the alert 
merchants in the Clinton trade territory. 


qh 
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CAPPER PUBLICATIONS, INC. advertising offices ore in New York, Chicag 
San Froncisco, Kansas City, and Topeka, Kansas. Ediforiol office: FAYETTE, MISSOURI 
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Library Breaks 
Precedent, Runs 
Newspaper Copy 


SEATTLE — Relatively lackadais- 
ical interest in “Must Destruction 
Be Our Destiny,” a book on atomic 
energy, changed overnight into 
flourishing demand when the Se- 
attle Public Library ran a 400-line 
newspaper ad_ publicizing the 
book. 

To boost further distribution of 
books relating to atomic energy, 
the library prepared a list of vol- 
umes on the subject, made a dis- 
play of U. S. Navy photographs 
from the Bikini bomb tests and 
arranged a showing of the Navy’s 
color film, “Operations Cross- 
road.” 

The library, which had placed 
60 copies of the book in the down- 
town library and 40 in the library’s 
10 branches, reported that the sec- 
ond day following the ad’s appear- 
ance, every copy of the book was 
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in circulation and that demand for 
related books had picked up no- 
ticeably. 

It is believed to be the first time 
that a public library, supported by 
tax funds, has bought advertising 
space. The copy was handled by 
Pearson & Morgan, Seattle. 


India Daily Appoints 
Meezan, India’s only daily pub- 
lished simultaneously in three 
languages, and circulated princi- 
pally in the city of Hyberadad, has 


appointed Pan American Publish- 
ers Representatives, New York, as 
United States and Canadian repre- 
sentative. 


Two Appoint Orr 


D. Lisner & Co., New York, 
manufacturer of quality costume 
jewelry, has appointed Robert W. 
Orr & Associates as its 
Color insertions in class maga- 
zines will be scheduled for fall 
issues. 

Andrew Jergens Company, 
Perth, Ont., has also appointed the 


agency. | 
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Advert 
agency to handle advertising in 
Canada for Jergens and Woodbury Real Income Up 6 Cents Poull 
products, effective May 1. Special _ The “real income” of the Ame: Paci 
advertising during the coming ican people-at the start of Janu een I 
year will introduce new products. | @ry, 1947, was $1.06 or six cent ng Cc 
more on the dollar than a yea the P: 
ago, according to Investors Syn : ; 
Al Paul Lefton Named dicate, Minneapolis, in a study « y i. 
Frozen Food Products, Inc., New | what people earn and spend. at : 
York, maker of Frostmaster food re age 
cabinets, delivery trucks and_/| ‘3% . : 
lockers, has named Al Paul Lefton | Issues Training Film 
Company, New York, to handle its| Syndicate Store Merchandis« Issue 
|advertising. Trade publications New York, has prepared a sounc - Cate 
and point-of-sale material will be| slide sales training film, entitled = 
used initially. “The Sale and How to Make It” pew ie 
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Poultry Papers Merge 


Pacific Poultryman, Seattle, has 
yen purchased by Watt Publish- 
ng Company, Mount Morris, Il. 


‘he Pacific edition of Watt’s Poul- | 
‘y Tribune will be merged with | 


e Pacific Poultryman, which will 
>» located at. 617 High St., Palo 
Ito, Cal. 


Issues Highway Film 
Caterpillar Tractor 


istrial film entitled 


Ahead,” in 16mm full color with 
sound. The theme of the picture 
is the close conjunction of the 
national roadway system with the 
development of trade and travel 
throughout the nation. The film is 
available to companies or groups 
interested. 


| Adopts New Slogan 


Company, | Quicker’ 
eoria, Ill., has prepared an in-| 
“Highway | all 1947 advertising. 


| Squirt Company, Beverly Hills, 
| Cal., has selected “Squirt Quenches 
’ as its new advertising 


slogan. It will be incorporated in 


Leisure Soap 
‘Makes Debut 
‘on West Coast 


| HoLLywoop — Extensive adver- 
tising plans for Leisure soap, 
|which will include newspapers, 
|radio and a consumer contest, 
have been announced by Leisure 


Soap Company, which also dis-| 


closed that it had appointed the 
Frank Oxarart Company, Los An- 


igeles agency, to handle its ac- 


count. 


is now under way in the Los An- 
geles area, and is being handled 
through company salesmen. The 
company plans to reach all Pacific 
coast markets in its immediate 
distribution and intends later to 
cover eastern markets. 

In addition to a 


newspaper 


|strong use of local radio and so 
|far has signed three shows. 


you can name. 


react more keenly . . . produce more sales.” 


mind that digs down into the small type so it won't miss a thing. 
Readership studies now show that Popular Mechanics attracts more 
than 3% MILLION of these wide-open, ad-reading “P.M. MINDS” — 


each one a ready-to-act prospect for any man-bought product 


“My friend Roy Eastman says, ‘The third dimension of circulation is: who reads it?’ 
Quantity and coverage are vital, of course, but the mental attitude of readers also is of basic 
importance. A publication that tells with words and pictures the latest news of scientific 
progress has a powerful appeal for alert, curious, fact-hungry minds. . . minds that want 
to learn. Curious minds are responsive minds. They are more sensitive to advertising . .. 


MAXTON R. DAVIES 
FOSTER & DAVIES, INC. 


That's just the kind of mental equipment we mean, Mr. Davies, when 


we use the term “P.M. MIND.” It's the probing, penetrating kind of 


Initial distribution for the soap | 


schedule, the company is making | 


It | 


27 
will also use extensive trade pub- 
lication schedules and _ point-of- 
sale displays, which will include 
|a life-size cut-out of the “Leisure 
Girl,” counter and stack displays. 

The consumer contest will be 
topped by a free trip to Honolulu 
as the first prize, supplemented by 
100 lesser awards. Retailers are 
being encouraged to build up dis- 
plays for which the company also 
will award prizes. 

The Oxarart agency announced 
that it had resigned the account 
of Robert Smith Mfg. Company, 
maker of Nylon Dip, detergent for 
| fabrics. 


| quieeipeenpanenneepniaits 


Clipp Heads ABC Body 


| Roger W. Clipp, general man- 
j}ager of WFIL, Philadelphia, was 
| elected chairman of the American 
| Broadcasting Company’s stations 
planning and advisory committee 
at a meeting in New York. New 
members, meeting with the group 
for the first time, were Fred 
Weber, WDSU, New Orleans; 
Frank C. Carman, KUTA, Salt 
| Lake City, and Robert R. Feagin, 
| WPDQ, Jacksonville. 


Awful, that’s what it is! We're 
publishing a great metropolitan 
daily, with over 84,000 net paid 
daily circulation. We cover the 
most prosperous major city in 
America. .. and its thriving trad- 
ing area, too. Because of the news- 
print situation, we're still forced 
to ration advertising space. 

It's awful! 
.. better 
days are comin’, bye ‘an’ bye! 


But don't forget us . 


" Seles Monogement 
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COMPARISON BETWEEN MAGAZINE 


COVERAGE OF TOTAL POPULATION 
10 YEARS OLD AND OVER 


Collier's LIFE Post 
IN THE 12 STATES WITH THE HIGHEST es ee ere 21.9% 11.6% 

PER-100 NEW-CAR SALES Dist. of Columbia. .......... | eee 16.6 

(Plus Dist. of Col.) OTT) LEN nna run 17.3 

Eee | RIE ee ee 24.4 13.3 

IL 5 aka kode ME. ies, Sakis aa Rade 28.9 .21.9 

Ee eee ei ere ree 14.8 

ID. a Sabae ced ene 2 Sets eo ee et eee 13.9 

ee were me 11.5 

Teer Se reese: | Mere Ss Sh | en hen wes 11.0 

eee 0 re ee ee TREE ee 17.1 

0 ee aD > Sathana: Sratemee d's 40% 12.7 

Washington................. 14.8 es sles en 19.0 

Collier’s has 12.2% coverage LIFE has 23.8% coverage New Jersey................. bth . 23.2 14.1 
Post has 13.89% coverage COVERAGE .._.......... PN 0-3 1a de 23.8% 13.8% 


COVERAGE OF TOTAL POPULATION 


10 YEARS OLD AND OVER 
Collier's LIFE Post & 

| RRR Raa eee RS i hag esvs 20.6%..............10.4% IN THE NEXT HIGHEST 12 STATES 
NS Ss csnke ck cat Ger | er ere ee es 

A Lik ae uaw s 4bu dts Re res ae 22.9 .14.3 

Montana AG ad one ek Ree 26.3 18.6 

NS ooo wy abs cea es ee a 984963 6430 ey 12.2 

0 EE ee | m—“Vorceer eres. 

Massmcnusetis..............10.3 ee .. 46.3 16.3 

RS (0), kg fo Gh % eiga  & wear _ * MPP eereere reer. |) ee rorer ee rrr. 11.9 

ia Sas Dearie eee 16.6 - Lew ere re 

EE, Sy. « as geen Ga ee 11.5 Bere rarotey 

CES 5 4 hlsSG Sia vane eae eee | ae eee re 9.6 

Missouri.................... Bit Sisal didctnsh ca cl bi A al Collier’s has 10.0% coverage LUFE has 20.9% coverage 

COVERAGE... ee ER Ss x5 es 12.0% Post has 12.0% coverage 


ow well do the 3 mass weeklies cover the new-car 
H market ? 

As competition again comes back to the automotive field, 
we believe this is an important question for both manu- 
a by facturers and dealers in new cars and accessories. And 
LIFE’s Continuing Study of Magazine Audiences No. 8 


will tell you the answer at a glance. 


The maps above show the country-wide, new-car sales 


pattern for 1941, the last full year of prewar production. 


And with each map are figures showing what percentage 
of the population of each state and group of states reads 
Collier's, LIFE, or The Saturday Evening Post. 

In addition to the charts and figures shown here, 
CSMA #8 contains many other new and pertinent facts 
about the audiences of these magazines and their cover- 
age of America’s vast mass market. 

The complete report, supervised by the Magazine Audi- 


ence Group, is now available to advertisers and agencies. 


Col 
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E| AUDIENCES and the NEW-CAR market 


INE | COVERAGE AND 1941 NEW-CAR SALES PER 100 PEOPLE 


COVERAGE OF TOTAL POPULATION 
10 YEARS OLD AND OVER 


Collier's LIFE Post 
IN THE THIRD HIGHEST 12 STATES re 8.6% oo eeece eves 199%. occ eec sees 10.0% 
es ee eee eee SRP APk Ae Ged ances ee)? 52s dae RRR 11.0 
Is 4°55 654.053 Sob EL CWE ula Sos wig evn SECRETE ee 
A ess a a ae ee es er ee 
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os 854 PRE Fas NS ee ee pee 7 See ree | 
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Collier’s has 10.49% coverage LIFE has 21.9% coverage ES 665.00 riches ChE eh ART Ee Rees ES eh oes a ares ated 9.8 
Post has 12.6°% coverage CO 6 vii cn x RRs 0 ccaeccasccs i ener s 12.6% 
COVERAGE OF TOTAL POPULATION 
10 YEARS OLD AND OVER 
Collier's LIFE Post @ 
eS New Mexico... ee | en | IN THE LOWEST 12 STATES 
South Dakota _. a eee | AVES ee ae, || ENS rere 
Tennessee... . veces: ver DS. Can daeaw Viewnn SM catiasvieesads. Sen 
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HERE ARE THE 
; 20 \— NATIONAL WEEKLY MAGAZINE AUDIENCES 


(From Report #8, Continuing Study of Magazine Audiences) 


22,550,000 


12,700,000 
10,900,000 


...Now more than 22% million readers every week 
—the largest weekly magazine audience in America 


POST COLLIER’S LIFE 
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Alabama Board 
Chief Disavows 
Liquor Ad Ban 


MontTGOMERY, ALA. — Although 
Chairman Bryce Davis of the Alco- 
holic Beverage Control Board had 
previously gone on record in favor 
of a ban on liquor advertising in 
newspapers and magazines pub- 
lished in Alabama, he has notified 
the legislative interim finance and 
taxation committee that he will 
not recommend such a ban. 

Mr. Davis told committee mem- 
bers that he believes there is 
nothing wrong with the state’s 
basic liquor law and added that 
liquor advertising can be “policed 
by the board.” 

He said all advertising must be 
submitted to the board, anyway, 
and “we can keep it on a high 
plane, as it should be.” 


FAVORS S. C. BILL 


CoLuMBIA, S. C.— “Even if we 
can pass only the provision pro- 
hibiting liquor advertising, we will 
have accomplished something for 
temperance,” Gov. J. Strom Thur- 
mond declared here in comment- 
ing on an all-inclusive liquor bill 
introduced in the state’s general 
assembly. 

“The same thing goes for the 
other provisions,” the chief execu- 
tive said. “Even if we get only 
the provision requiring a 
dealer to run his own store, that 
will be something.” 

The proposed measure includes 
provisions for state 
local and county option, an alco- 
holic beverage control board and 
increased liquor taxes. 


PASS GEORGIA BAN 


ATLANTA—Members of the 
Georgia Senate voted 29 to 9 in 


Folks here like 
the happy 
association of 
NBC shows 
and KDYL’s 
alert local 


showmanship. 


liquor | 


warehouses, | 


favor of outlawing all whisky, 
wine and beer advertising in the 
state. 

Sen. Porter Carswell, author of 
the measure, declared that news- 
papers, “when deprived of reve- 
nue from the liquor interests, will 
be free to attack liquor just as one 
newspaper recently attacked the 
proposed legalization of horse and 
dog racing in the state.” 


‘News’ Promotes Two 


Ben Decherd has been appointed 
assistant to the president of the 
Dallas News and W. A. (Al) 
Dealey has been named assistant 
secretary-treasurer of the news- 
paper. Both are grandsons of the} 
late G. B. Dealey, who was board | 


chairman of the News, and both | 
rejoined the paper a year ago} Pa., 


following military service. 


Join Potts-Calkins 


Gene Dennis, formerly director 
of special features and public af- 


City, has been named radio pro- 
duction manager of R. J. Potts- 
Calkins & Holden, Kansas City, 
Mo., agency. G. F. Updike, formerly 
manager of the Updike Advertis- 
ing System, Sapulpa, Okla., has 
joined the agency as director of 
outdoor advertising. 


Resumes Publication 


“Hotel Herald,” official publica- 
tion of the Pennsylvania Hotels 
Association, has resumed publica- 
tion, after an eight-month inter- 
| val, as a bi-weekly in newspaper 
format. Henry M. Scharf, manager 
of Hotel Gettysburg, Gettysburg, 
is publisher and Lewis S. 
Frambes Jr. is editor. 


New Ad Service 


fairs of Station KMBC, ic at” Created as Pair 


Managers Meet 


San Luis Osispo, CAL.—A new 
advertising - publicity service for 
state, district and county fairs will 
be offered as a result of the Col- | 
lege of Fairs held here by the 
Western Fairs Association. 

The new service will consist of 
mats, stereotypes, engravings, ad | 
layouts, teaser copy, illustrations | 
and other suggestions to dress up | 
fair advertising, which has been 
under fire by California publishers. | 
Almost 90% of the publishers con- 
tacted in a recent poll declared 
that they thought that non-profit 
fairs would buy more advertising. 


Advertising Age, March 17, 19-7 


The 350 directors and manage 
of 80 fairs in the western secti ) 
of the country were warned th , 
failure to “live up to their 1». 
sponsibilities could result in acti , 
by legislatures to relieve the ma». 
agers of their duties.” 

The new service would be a: 
least a partial answer to news)a- 
per complaints that too much pub- 
licity is sought in relation to ‘hy 
amount of advertising placed b, 
fair managers. It was suggesied 
that as much as 20% of fair gat 
receipts be spent for advertisin 


‘Durber Joins BSF&D 


Joseph W. Durber Jr., wh 
served as a captain in the Anny, 
has joined the merchandising <e- 
partment of Brooke, Smith, Frenc! 
& Dorrance, Detroit. 
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@ Circulation, net paid, February 1947 
— over 100,000. 


@ Geographical circulation conforms 


ment — state by state. 


@ Circulation growth—more than trip- 
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led since 1940 — without any special 


inducements. 


@ Total identified readership 184,200. 


@ Reader traffic average 75.6% of all 


pages (Daniel Starch). 


almost exactly to industrial employ- 


@ Highest known renewal rate of any 


horizontal publication. 


@ Largest business reporting staff of 


any publication in the world. 


H Brings You. Business 


@ The only national 


business daily. 
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Advertising Age, March 17, 1947 


Jackson Reveals 
Aldens’ 3-Point 
Selling Program 


Cuicaco — Aldens, Inc., had a 
net profit after taxes of $2,622,782 
in 1946, an all-time high and 
nearly five times greater than in 
1945, Robert W. Jackson, president, 
reported to stockholders. 

His annual report shows that 
Aldens’ sales last year jumped 
47%, to $70,111,169. Both mail 
order and retail divisions shared 
in the increases. The mail order 
sales jump, he said, “‘was achieved 
by enlarging catalogs, increasing 
customer contacts and more fre- 
quent circulation promotion.” The 
company operates eight retail 


stores, five acquired in 1946. 

The sellers’ market definitely 
will end this year, Mr. Jackson 
forecast. Aldens will stress “the 
most intensive and biggest selling 
drive in its history, closer control 
of inventory ratios to sales ex- 
pectancy and improved and speed- 
ier delivery of goods to customers 
through the use of air freight and 
air mail,” he said. 

Since Jan. 7, Aldens has been 
shipping about a ton of mail order 
merchandise daily to Atlanta in a 
test of air service. Shipments are 
expected to average from 4,000 to 
5,000 pounds daily this spring. The 
service, provided at no _ extra 
charge, cuts delivery time at least 
45 hours. 

The annual 
chart showing 


report contains a 
that, since 1937, 


Aldens’ catalog sales have in- 
creased more than the average for 
the mail order industry. Aldens’ 
sales rose from about $26,000,000 
to $63,000,000 during the decade, 
while the industry total rose from 
$440,000,000 to about $1,060,000,- 
000. 


Names PR Committee 

The Vacuum Cleaner Manufac- 
turers’ Association has increased 
its public relations committee by 
the appointment of W. J. Cash- 
man, sales promotion manager of 
Landers, Frary & Clark, New 
Britain, Conn.; Leo Corcoran, ad- 
vertising director, the Hoover 
Company, Chicago; C. G. Frantz, 
president of Apex Electrical Mfg. 
Company, Cleveland, secretary- 
treasurer of the association, and 


Mart Manley, vice-president, Elec- 
trolux Corporation, New York. 

Present members, including Ar- 
thur H. Zirke, P. A. Geier Com- 
pany, Cleveland, chairman; George 
H. Scott, Scott & Fetzer, Cleveland, 
and W. E. Slabaugh Jr., Westing- 
house Electric Corporation, Mans- 
field, O., will continue on the 
committee. 


Kastor Elects V.P.s 

Kastor, Farrell, Chesley & Clif- 
ford, Inc., New York, has named 
Felix M. Sutton, copy supervisor, 
and Robert E. Shaw, art director, 
as vice-presidents of the agency. 


WCOL Promotes Jones 
Station WCOL, Columbus, O., 
has promoted Frank N. Jones, of 
the sales department, to sales 
manager and head of the promo- 
tion and publicity department. 
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QUALITY IN QUANTITY 


HERE’S WHO— 


More than 100,000 paid circulation every day, of 
whom 65,728 are Company Officials, General Mana- 
gers, Department Heads and Purchasing Agents. 
Wherever you find industry you'll find The Wall 
Street Journal—its circulation graph matching almost 
exactly industrial employment, state by state. 


HERE’S WHY— 


Industry needs complete business reporting—every 
day. These executives find itin The Wall Street Journal. 
It has the world’s largest business reporting staff— 
using the biggest leased wire system of any publica- 


“Tops for business men” i 


JOSEPH L. TRECKER, Exec. Vice President 


says 


Kearney & Trecker Corp. 


“The name ‘Wall Street Journal’ inadequately describes 
a publication which | consider ‘tops’ for business men. Its 
timely business news is clear and concise. Its analyses are 


authoritative and interesting. | save time when | read The 


Wall Street Journal—and keep better informed.” 


NEW YORK 4, N. Y. 


tion — anywhere. Its men know thoroughly the busi- 
nesses they report. And because they originate the 
bulk of all business news, they have time to interpret 
it simultaneously with its first appearance anywhere. 


HERE’S WHAT IT MEANS TO YOU— 


The Wall Street Journal gives you concentrated circu- 
lation where intensive coverage counts most. Its daily 
business news is so vital to decision makers of busi- 
ness and industry in their daily work that it has a 
75.6% average readership of a// pages. 


The Wall Street Journal delivers more management execu- 
tives per advertising dollar than any other publication— 


magazine or newspaper. 


P- 
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123,000 


PEOPLE 
LIVE WITHIN 
10 MILES OF THE 
GREENVILLE NEWS- 


PIEDMONT BUILDING 


Yet the official city 
population is shown 
as 34,734 because 
the city limits, estab- 
lished in 1865, have 


not been extended 


Greenville—heart of 
South Carolina's 
leading sales area— 


Greenville county 


Greenville News 
GREENVILLE PIEDMONT 
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active sportsmen of the modern editorial 


concept and big-name features of 


SPORTS AFIELD has created the fastest 


‘growth, the largest circulation, 


and the lowest-cost coverage in the 
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Davey Promotes Jones 


Floyd Jones, northeastern dis- 
trict manager of Davey Com- 
pressor Company, Kent, O., has 
been promoted to sales manager 
of the company’s portable com- 
pressor division. 


Field Joins WENE 

Keith S. Field, former manager 
of Station WPOR, Portland, Me., 
has been named general manager 
of Station WENE, Endicott, N. Y., 


which is expected to begin broad- 
casting July 1. He will also super- 
vise radio interests of James H. 
Ottaway, president of Empire 
Newspapers-Radio, Inc., licensee 
of WDOS-FM, Oneonta, N. Y. 


Hamilton Ups Huxley 


William P. Huxley, assistant 
sales manager of the Hamilton 
Standard Propellers division of 
United Aircraft Corporation, East 
Hartford, Conn., has been pro- 
moted to sales manager. 


trom 


( let: talk about 


Distance really doesn’t matter a damn, so long 
as you can get the sales, and sales in Northern 
India are largely tied up with two papers. 

The Hindustan Times is printed in English, 


z The Hindustan in Hindi. Both are published 


daily from India’s Capital City, New Delhi. 


= Indian sales, nstead/) 


Both have a high quality readership. 


Circulation covers the Delhi Province, the 
Punjab, N.W. Frontier Province, The United 


Provinces, Rajputana, Central India and the 


Central 


Specimen copies, rates, and 


Provinces. 


i 


full particulars obtainable 
from: @ ¥z / 
a, f ! 


THE HINDUSTAN TIMES, ia 1 
?/3 Salisbury Court, Fleet Street, | 
LONDON, E, C. 4. Cables: Hin 


times, London 


In Hindi 


aaiinnmennetnntel 


COLLINS MILLER & 
HUTCHINGS 


207 N. MICHIGAN AVE. CHICAGO 


Public Relations A, B, C's 


Given Kenosha Business 


Simple Presentation Takes Mystery Out 
of Creating Good Will for Manufacturers 


(Editor’s Note: This is the second and concluding instalment 
of a manual on public relations prepared by the public relations 
committee of the Kenosha, Wis., Manufacturers Association, 
under the chairmanship of A. R. Kneibler. The first portion 
appeared in the March 10 issue.) 


THE STRUCTURE OF GOOD 
COMMUNITY RELATIONS 


We have attempted in Chart 5 
to build somewhat on the under- 
standing we hope that our previous 
charts have brought to you. We 
must assume that we are in gen- 
eral agreement that good com- 
munity relationships should be 
fostered by business and industry. 
If we agree on that, it is an easy 
step to agree that industry must 
sincerely accept its social re- 
sponsibilities to the community in 
which it operates. 

The symbolic figure on the left 
of Chart 5 is the structure of good 
public relations. Indicated here is 
a sturdy foundation upon which 
rests five stories of the building. 
We have indicated the foundation 
here as representing a sincere ac- 
ceptance by business and industry 
of their social responsibilities. We 
know that a building can only be 
as strong and as permanent as its 
foundation, so we have put this 
acceptance by business and in- 
dustry of their social responsibil- 
ity to our community as the 
foundation of the structure. 


First Story 


The first story, somewhat larger 


than those above it, is made so)! 


because it represents that phase 
of public relations which is second 
in importance to a sincere accep- 
tance by business and industry of 
their social responsibility. The 
words in this text with respect to 
the first story of the structure are 
rather clear. They are aimed first 
at providing our employes with a 
sense of security with respect to 
the care and education of their 
families, the purchase of homes, 
provision for old age and those 
more important elements of life 
which we all recognize. So if there 
are peaks and valleys in our busi- 
ness, and if we are planning to 
eliminate the valleys and reduce 
or eliminate layoffs, it is a very 
good plan to let the employes 
know about it. 

The second feature in the text 
reads to provide employes with a 
more complete understanding of 
the problems and complexities of 
business and industry. This is 
very obviously aimed to cure the 
terrific misconceptions with re- 
spect to profits, dividends, etc. 
which radicals seek to use to our 
disadvantage so frequently. The 
need for it is indicated when you 
read of labor leaders asking gov- 
ernment to check the books of 
industry to determine ability to 
pay in connection with demanded 
wage increases. 

That this phase of public rela- 
tions is regarded as of utmost im- 
portance is further indicated by 
the fact that a growing number 
of industries are now finding ways 
and means of periodically show- 
ing their employes just how the 
sales dollar is divided, as between 
raw materials, wages, supplies, 
reserves and dividends, etc., so 
we conclude that that is a very 
important element in any long 
pull program to build a good struc- 
ture for community relations for 
industry. 


The Second Story 


The next story on the building 
(marked C) is indicated as ex- 


pansion of health care and social 
services in the community. We 
want healthy, carefree employes. 
We are planning for their fullest 
possible employment and for their 
feeling of maximum security in 
their jobs. We can add to their 
stature by expressing a practical 
interest and investing effort in the 
expansion of the health care and 
social service that a modern 
American city is expected to have. 


The Third Story 


Story (D) on our structure of 
good community relations in- 
dicates that we as an association 
of manufacturers and as individ- 
ual industries should assist in 
every way we can to promote 
education—formal, religious, and 
cultural. Moreover, because the 
youth of today is the man of to- 
morrow, we should show a special 
interest in his training for his 
adult responsibilities. We know 
that, generally speaking, the more 
ignorant the audience that the 
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radical speaks to, the more read |, 
does that audience accept, a; 
truth, some of the outlandish sta .e- 
ments he makes. Conversely, a; 
education increases, the rank a ) 
file of people begin to understa 
the inter-dependence of popu a- 
tion groups. They understin 
more fully how the economic cye|; 
tends—that prices advance yv 
wages. Eventually, perhaps tie 
will learn that it is utterly | m- 
possible to get more and mor 
money for doing less and es 
work. 

Whatever contribution industry 
can make toward the encourage- 
ment of those phases of huma 
education which include the re- 
ligious and cultural elements 
comes back in the form of advan- 
tages that are almost obvious. | 
goes without saying that sound 
religious training and good cul- 
tural development will make« 
more understanding public. 

The next story (E) in this 
structure indicates that our pro- 
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OU7 FRON7 AGAIN 


Evidently Birmingham prefers WSGN... 
For the latest 1946 Conlan Survey puts 
us out front again in the all day (8 AM - 
6 PM) period with 35.9°,, of the listening 
Analysis of radio surveys 
shows that WSGN has steadily main- 
tained this decisive lead. So for out- 
standing coverage, buy Alabama’s 
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gram should in proper measure 
support the development of the 
recreational facilities of our town. 
Recreation is essential to the hap- 
piness of man. Somewhere we 
have read that man should divide 
the 24 hours of each day into 8 
hours work, 8 hours recreation 
and family activities, and 8 hours 
of sleep. 


and its members can put its ac- 
tive support behind the sponsor- 
ing of local recreational activities 
of the proper character, we are 
helping to build a more solid cit- 
izenship for the town. 


The Top Story 


The top story (F) _ indicated 
here, symbolizes according to our 
text, our pride in, and our promo- 
tion of our city. Certainly we are 
sound if we show our own pride in 


our city and promote it at every | 


possible opportunity so that all the 
people of the town may be en- 
couraged to do the same thing. 
Racine recently built its entire 
public relations program on the 
slogan “Racine is our home.” So 
we see here that others who have 
given thought to this subject re- 
gard an “expressed pride in and 
definite promotion of” their home 
city as of great importance. 

Now having explained the sym- 
bolism involved in this chart, we 
feel that we have covered in a 
broad way every possible activity 
in which your public relations 
committee could engage to do its 
job. We now propose that future 
plans for the building of this 
structure all emerge from this 
chart. We propose that projected 
plans for a quarter or a half year 
in advance be checked against this 
chart and a scoring kept so that 
when six months or a year have 
elapsed we can, through our scor- 
ing, make certain that we have 
built something on each story of 
this structure as indicated. 

We believe that this symbolic 
structure will give every member 
of the association whose money is 
supporting the activities, a check 
sheet to which he may go when 
he finds the question arising in his 
mind as to what any certain ac- 
tivity of our public 
manager means in terms of our 
general planning. 

We hope that you will accept 
one other fundamental idea, and 
that is this: This structure will 
never be completed. That is why 


“‘Score Card”’ 
for today’s game! 


Actuaily, the tide may be 
going out Before the 
buyers’ market arrives (or 
while the change is going 
on) get a Burgoyne Grocery 
Index Report ... then move 
forward on facts! 


Market-check 


action to— 


can show re- 


New products 
displays 
merchandising stunts 
advertising campaigns 


as used by “top-flight” na- 
tional grocery manufacturers 
‘our clients). 


Tell us your situation on 
new plans — we'll tell you 


how our sales research serv- 


ice can work for you! 


MY uUX~ ere 


nocery ohne 


Dixie Terminal Building 
Suite 431D 
CINCINNATI 2 


emma 


It seems obvious that | 
to whatever extent the association | 


relations’ | 


l 


we say “business and industry 
should constantly build it.” When 
some project has been launched 
that is intended to strengthen the 


| first story of this building, disin- 


tegration will be taking place 
somewhere else. As we become 
conscious of this we launch an- 


PRIDE IN, AND PROMOTION 


LIGIOUS & CULTURAL DE- 
VELOPMENT ASSISTANCE IN 
FORMAL EDUCATION & 
YOUTH TRAINING 


. c EXPANSION OF HEALTH CARE 
“aaiacd AND SOCIAL SERVICES. 


PLAWNING FOR FULL CON- 
TINUOUS EMPLOYMENT. MAX- 
IMUM WAGES & JOB SECUR- 
ITY. ORGANIZATION MORALE 
BUILDING HELPING ALL EM- 
PLOYEES UNDERSTAND PROB- 
LEMS OF BUSINES) MANAGEMENT 


OF COMPANY AND CITY. The STRUCTURE 
g SUPPORT OF of GOOD 
7B RECREATIONAL ACTIVITIES COMMUNITY 
ENCOURAGEMENT OF RE- RELATIONS 


AS BUSINESS AND 
INDUSTRY SHOULD 
CONSTANTLY BUILD IT 


SINCERE ACCEPTANCE 
BY BUSINESS & INDUSTRY 
OF ITS SOCIAL RESPON 
SIBILITIES. 


other project aimed at scoring at 
a different point in the structure, 
and when that is done we find the 
need for further rebuilding at still 
another part. The fact that this 
structure is never completed is in- 
dicated by the fact that among 
the older public service companies 


like the A. T. & T. they have been 
appropriating a constantly increas- 
ing sum year after year to their 
public relations’ expenditures. 

* of * 


| In the charts you have seen, we 
‘have tried to present the subject 
of public relations in the abstract. 

|From this point on, we shall try 
to give it a local meaning. 

The whole purpose of our pres- 
entation is to make public rela- 
tions more tangible, more under- 
standable, to you. 

In his plant, the manufacturer 
can see and count the units pro- 
duced by the company over a 
period of time. So and so many 
automobiles, beds, tools, fixtures, 
machines, metal products, are 
tallied on his production schedule. 

A public relations program, 
dealing with intangible human 
problems, however, can not be 
scored so readily. We have had 
to rack our brains in order to de- 
vise some kind of production or 
scoring sheet for our community 
relations program. 


The next two charts will at- 
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tempt to do the impossible—to 
present graphically a kind of tally 
of the community relations ac- 
tivities over the past 15 months. 
(Here was included a detailed 
statement of community activities 
from April, 1945, to late in 1946.) 
* * ‘ 

The results of good human rela- 
tions in your plant—that is, ab- 
sence of interruptions in produc- 
tion due to strikes by employes, 
a good harmonious “team” of 
management and labor, loyalty to 
management, a giving of a good 
day’s work in return for a good 
wage—can not be enjoyed by your 
company as the result of some- 
body else’s effort alone. No asso- 
ciation public relations program—- 
no matter how good it is or how 
long practiced—can, in itself, bring 
your plant harmonious employe 
relations. 

It is up to each individual plant 
to establish its own program for 
human relations. The kind of top- 
level policy and practice now, in 
your plant, along these vital lines 
—will determine your employe 


When M&K = the advertising medium which means sales in 


Chicago, largest market in midwest America, it need not be 


the unknown factor in the sales equation. The Chicago 


Herald-American has the highest known value. 


The Sunday Herald-American matches this market's 
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relations in the years to come. The 
fortunate manufacturer who has 
no strikes today, had none last 
year, nor will have any next year, 
didn’t create this happy situation 
overnight. 

He began to pave the way for 
good employer-employe relations 
years ago. He has somehow been 
alert, intelligent, conscientious and 
wise enough to realize that em- 
ployer-employe relations are built 
up over a long, long period of 
time through many individually 
small plans, practices, conduct, 
approaches and_ considerations. 
There is no such thing as “love at 
first sight” or “love overnight” 
between labor~- and management, 
or employer and employe. Mutual 
understanding, respect and confi- 


ployes are covered by an incentive 
pay system. 

Insurance—(1) sick and death 
benefits, on a voluntary basis, nearly 
100% participation, (2) hospitaliza- 
tion, surgical care for employes and 
families, on a voluntary basis, nearly 
100% participation. joth company 
and employes share premiums for 
the above. 

The company 
maximum job 
round basis. 

Strong personnel department—em- 
ploye benefits administered, credit 
unions, family assistance, emergency 


for 


year- 


plans earnestly 
security on a 


help, ete. 
Active company interest in com- 
munity organizations schools, 


churches, service groups, Community 
Fund, ete. 
Active participation in state 
national business associations. 
Close personal relationship 
|tween management and 
(real family spirit). 


and 


be- 


employes 


Company B 


No company publication. 

No employes club. 

No annual awards. 

No annual dinner. 

No credit union. 

No provision for bonus, no 
sharing, no stock sales plan. 

Some baseball and bowling activi- 
but these were dropped during 
the war and have not been resumed, | 

Blue Healih Plan in effect 

employe pays all. 

Personnel department recently 
added—few activities as yet. 

Wage incentive plan in operation, ! 


profit 


ties, 


’ 
(Cross 


Of course not all companies are 
like either Company B or Com- 
| pany A. Most firms would fall 
| somewhere in between these two}! 
| extremes. We have used two 
|companies revealing very wide! 


differences only in order to make 
a startling contrast. 

But the fact that these two 
structures are pictures of real 
companies, should not be over- 
looked. Human _ relations pro- 


grams make the difference. 


NEXT YEAR’S PROGRAM 


First, the plant executive can 
take a more active, cooperative 
part in the forthcoming industrial 
and business information program 
which we hope to inaugurate. 

This will include, if plans ma- 
terialize, a weekly news column 
in the Kenosha News. We will 
need ammunition from all of you: 
Facts, figures, stories, pictures, 
etc., to enable us to tell 20,000 
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Kenosha workers, week by wee} 
the great contribution which bus 
ness makes to them through goo 
wages, a high standard of livin; 
freedom of job choice, reward f< 


ability, provisions for future se- 


curity. 

It may also include a regul: 
monthly full-page good will stat 
ment in the daily paper. Y: 
might be surprised at the exce 
lent reactions we received to o 
full-page statement “We Believ: 
during the last rash of nation 
strikes a year ago. Local messag« 
spoken honestly, written by ou 


{selves with sincerity—are better 


I am convinced, than canned co} 
from outside sources. 


\ 


Second, we would like to he') 


dence are achieved only through | 


lifetimes of constant effort, indus- 
try, perseverence and _ sincerity. 
These efforts must be consciously 
undertaken on a high level of 
executive study, planned and exe- 
cuted by thoroughly competent 
men. These efforts may not be put 
aside for a day, an hour, a min- 
ute. These efforts must be under- 
taken in each plant itself, as well 
as by the association. 

Let us be very specific. On 
Chart 6, you see two structures. 
Each of these represents a real 
plant. On the left is Plant A—a 
successfully operating firm here in 
our own City of Kenosha. At the 
right, Plant B, a firm in a neigh- 
boring city. I have assembled cer- 
tain information about the activi- 
ties of these two companies which 
have a bearing on good human re- 
lations. 

Notice, if you will, 
are the differences 
good and the 
relations programs 
companies. 


how vast 
between the 
inadequate human 
of the two 


Company A 
company paper weekly 
department participa- 


Publishes 
personnel 
tion 
Employes’ social and recreational 
club, run entirely by employes them- 
selves 
A system of annual awards for 
each five vears of employe service. 
Annual dinner—at which the com- 
pany family is presented a visual 
picture of the company financial op- 
erations for the past year. 
Year-round recreation plan for 
employes, handled through employes’ 
club, subsidized by the company. 
Profit sharing with employes on 
a regular payable semi-annu- 
ally Stock were offered to 
all employes at market price at time 


basis, 


shares 


of financial reorganization of com- 
pany About 10% of employes own 
company stock at present. 


Righty-five to 90% of all mill em- 
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the plant executive plan a mod- 
ern human relations program in 
his plant. Until now, our activi- 
ties have been more on a com- 
munity-wide basis than on a 
within-the-plant basis. We would 
like to sit down with you and 
your staff members and make a 
study of the human engineering 
of your firm. 

To begin with, it is recom- 
mended that a profile be made of 


your present human relations set-| 


up. This will be similar to a 


medical doctor’s examination. A) 


patient may possess 20/20 vision, 
normal muscular’ coordination, 
may have 7 or 8 teeth missing, 
may have a regular pulse and 
normal heartbeat. He may also 


have a bad case of flat feet. 

In a medical examination the 
doctor simply makes a chart, after 
considerable study, of the patient’s 
general physical condition. The 
profile of your plant will do much 
the same thing. It may show a 
healthy condition, a few symp- 
toms, or possibly even a serious 
malady. 

The results of the profile will 
be confidential, just as a doctor’s 
examination. 

The purpose of the profile will 
be to enable the company to start 
—if it is desired to improve the 
plant health, a course of pre- 
ventive medicine—in this case a 
study and correction of policy and 
practice so that healthier and 


more vigorous growth may ensue 


during a long and prosperous life- | 


time. 

Every company with more than 
50 employes not possessing a pub- 
lic relations department should 
consider applying for its profile 


immediately. (Applications avail- 
able.) 
Third, companies should con- 


sider the diagnostic services of our 
public relations committee to help 
cure any conditions which may 
be found in the patient. It can 
make helpful suggestions for your 
use. 

Fourth, another plan is to pro- 
vide the right information about 
business executives. 


You can make available your) 


executives for interviews and pic- 


tures for newspaper feature 
stories. We will call you from 
time to time. 

Fifth, more plant visitations. 


One of the best ways to teach 
our community that management 
is human is to have the community 
visit you on more “Come and See” 
trips. The more _ housewives, 
teachers, preachers and youngsters 
we can bring for visits to your 
office, the more understanding we 
can create. 

Remember, millions more will 
be spent to spread poison by dis- 
loyal citizens. Yet we can take 
these simple steps with only a 
modest budget and do a lot of 
good—for ourselves, our com- 


"There's one thing most directors’ meetings have in 
common. That’s a goodly supply of scratch pads and 
pencils. For men who control policy want “the net,” the 
facts and figures, the end result. 

And proud as we are of Newsweek’s unique editorial 
policy —the excellent way the news of each week is 
delivered in clear, sharp perspective—we want to point 
out the net result to you as an advertiser. 

This editorial excellence makes Newsweek a favorite 
magazine—read thoroughly by exactly the audience you 
want to reach. Newsweek is read by “the top 700,000” 
key American families. 

The plain fact is—Newsweek delivers a greater con- 
centration of leaders of business, industry, and govern- 
ment per advertising dollar than any other magazine. 

Need we stress the obvious? Jt pays to advertise in 
Newsweek and sell “the top 700,000” first! 


Wharovr fple-of Means ond Sn 


NEWSWEEK it ive the Vater | 
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munity, and for America. 
Sixth, a “Meet Management” 
series of news articles, advertise- 


ments, meetings, talks. This one 
has great appeal to me. Very 
few average workers in large 


plants ever meet management. 

The average worker must be 
given a bombardment of favor- 
able information about manage- 
ment—what it is, where it came 
from and why; about industry— 
that it normally earns only mod- 
estly, that most income goes to 
labor; that stockholders are vital 
and receive only modest returns, 
and so on. 

For meetings and talks at clubs 
and society gatherings, I would 
like to use a “flying squadron” of 
management men who will talk 
about their activities in a favor- 
able way and make friends for 
industry. 

Seventh, Kenosha should take 
a statewide lead in the field of 
human relations in industry, and 
begin to do it by holding a state- 
wide “Human Relations in Indus- 
try” conference here in this city. 

Purpose of the conference: “To 
develop a greater consciousness in 
Wisconsin industry of the tre- 
mendous importance of education 
in human relations, both in in- 
dustry and in industrial communi- 
ties.” 


HOW ONE COMPANY 
OPERATES 

In Charts 3 and 4 we outlined 
the flow of good public relations 
through executives and sub-ex- 
ecutives, and through employes, 
to the public. In Chart 5, “The 
Structure of Good Community Re- 
lations,” story “B” is “Planning 
for full, continuous employment. 
Maximum wages and job security. 
Organization morale building. 
Helping all employes understand 


bn 


WRNL...@ moder, pro- 
gressive station holding the 
largest daytime audience of 


any station in the Rich- 
mond area... 


910 KC 
EDWARD PETRY & CO., INC.. 


NATIONAL REPRESENTATIVES ; 
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problems of business manage- 
ment.” That last phase—‘Helping 
all employes understand problems 
of business management’’—covers 
a problem that many business men 
find it extremely difficult to 
handle. And so that we can show 
you specifically how this may be 
done, we are presenting here some 
actual charts from one company. 
This company happens to be the 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT" SIGN CO. 


Division 
s. ey 2 ¢, 


Artkroft g Corp 
900 Kibby St., Lima, Ohio, U.S.A. 


7M enti, 


*Trademerks Reg U 5. Pet OF 


“Company A” referred to 
Chart 6. 

Picture an annual meeting with 
all employes assembled. It is held 
after working hours and 
from the plant. Not only em- 
ployes, but also their wives, chil- 
dren or sweethearts are present. 
There is a dinner, and later on in 
the evening, a dance. But the most 
important part of the program is 
the complete financial report given 
'to all those present by an officer 
|of the company. He covers the 
"year’s activities just as carefully 
as he would in reporting to stock- 
| holders. 
| The report is not handled as it 
| would be to a banker. Instead 
of dry figures and _ statistics, 
| graphic charts are projected onto 


on 


From 7 a.m. to 10 a. m. 


Monday through Saturday. “The 
Ralph Snyder Show” in quarter 


hours of music. 


Western New York’s biggest 


uffalo 


daytime radio map is the “new” 
WGR’s. 

And Buffalo’s newest daytime 
sensations are Ralph Snyder’s 
and Billy Keaton’s two fast- 


moving disc shows... 


From 3:30 p.m. to 4:30 p.m. 


Monday through Saturday, “Meetin’ 
with Keaton” in 10-minute periods 


of music. 


At night — following the 
Columbia’s stellar 
half featuring the d 
of Martin Tobin — 


From 11:30 p.m.tol:00 a.m, 


Monday through Saturda 
Tobin’s Tune Time’ 


periods of danceable music, 


y, “Martin 
s ~ . 
in 15-minute 


evening’s parade of 


shows — is a new hour and a 
eep, pleasing baritone delivery 


1 

| Big things are on the air now that WGR— Buffalo's 
; oldest station—is under the new ownership of Leo 
H J. (“Fitz”) Fitzpatrick and 1. R. (“ike”) Lounsberry. 
t 
' 


Watch WGR! 


Columbia's Basic Cuan 


GEE RF AND BUILDING, BUFFALO 3,N.¥. 


National Representatives: Free & Peters, Inc. 


away | 


| 
| 


| 


| 
| 
| 
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CASE EXAMPLES OF ACHIEVEMENT 
In COMMUNITY RELATIONS 


COMPANY ‘A’ a SOLID STRUCTURE OF BEN- 
EFITS AND GOOD-WILL FOR THE COMMUNITY 
AMD THE COMPANY 


| : EF | | 
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COMPANY ‘B’ UNABLE TO BUILD §TRUCT- 
URE BECAUSE OF LACK OF INTEREST OR FROM 
DELIBERATE NEGLECT 


a screen. 

To start with, a quadruled sheet 
represents the company’s total 
sales for the year. There are 1,000 
squares on the chart, and each 
represents a specific number of dol- 
lars. In making the report, the 
employes are given the exact valu- 
ation of each square, and the com- 
pany’s total sales for the year. 

On the next chart shown to the 
employes, a portion of the quad- 


| plant. 
| presentation, the exact figures are 
| used. 


ruled sheet has been blacked out to 
| show what portion of total dollars 


| received from sales were paid out | 


|in wages to men working in the 
Here again, in making the 


As the presentation continues, 
succeeding squares are blacked 
out for other company expenses, 
such as raw materials, factory | 
overhead, etc. And all through | 
the talk, the practice of mention- | 
ing exact figures is continued. Not 
only that, abstract terms such as | 
“overhead” are broken down and 
the employes are shown piles of 
coal, electric light power lines and 
other symbolic pictures on the 
screen to show just what is meant 


| by the over-all term. 


At the end of the presentation, 


| the complete picture is thrown on 


the screen (Chart 7). As you can 


|see, it graphically demonstrates 
ae | 
TAXES 
mt ano 
qunate 
ot apo GENERA, OVERHEAD 
i= ; 
ACTORY ‘ 
LABOR MATERIALS 1 
{ 
where every cent taken in from 


sales has gone. Not only that, but 
in his talk the executive has ac- 
counted for everything down to 
the last penny—in a presentation 


as complete as one he would give | 


to a banker from whom the com- 
pany wished to borrow money. 
The employe sees and hears how 
little is paid out in dividends and 
how little is retained in the busi- 
ness as insurance against future 
contingencies. These meetings 
have now been held for a dozen 
years, and over the course of that 
period of time the employes have 
built up a firm conviction that 
their management is hard working 
and sincere, and that, as employes, 
they are participants in the over- 
all operation of the company. 
This firm, incidentally, has a 
carefully worked out profit shar- 
ing plan. Thanks to the complete 
financial presentation given to all 
employes annually, the individual 
employe easily understands that 
his wages, plus his profit sharing 
bonus, represent the absolute 
maximum that management could 
pay him for that year’s work. 


‘River Brand Rice Mills 


Launches Campaigns 


| River Brand Rice Mills, Inc., 


|New York, has launched a cam- 
‘and Carolina brand extra long 
|grain rice in Good Housekeeping, 
Ladies’ Home Journal and Mc- 
| Call's, using the theme, “Here’s 
/How to Cook Rice Right.” The 
|Carolina brand campaign is being 
supported by ads in nine New 


| York and suburban newspapers, | 


|'car cards and posters. 
Another campaign to 
throughout the spring has been 


paign for River brand white rice | 


run | 
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Employs Dealer Helps 


Cedergreen Frozen Pack Cor 
poration, Wenatchee, Wash., ha 
adopted a strong dealer help pro 
gram to supplement its week): 
newspaper advertising schedule, 
| which is to continue through th 
| first half of 1947. The aids includ 
an easel piece for stores, price 
| bulletin board with changeable 
full-color illustrations, window 
| decals, banners, pennants and tie- 
|in newspaper mats. The entire 
campaign is explained to retaile:s 
'in a flash sheet, “Ceder-Grain 
from Cedergreen,” issued monthly, 
which lists the types of frozen 
|fruits and vegetables then avail- 
|able. Pacific National Advertising 
Agency, Seattle, handles the ac- 
count. 


Packard Names Keith 


| Sydney K. Keith, formerly with 
| Automobile Manufacturers Asso- 
| ciation, Wall Street Journal and 
| Automotive News, has been named 
public relations supervisor of 
_Packard Motor Car Company, De- 


troit, succeeding B. M. Henkel, 
|who resigned to join ‘Motor 
| News.” 


released in Parents’ Magazine and | 
the Sunday magazine section of 
the New York Herald Tribune and | 
New York Times for River brand | 
natural brown rice. Donahue & 
Coe, New York, is the agency. 


ZAb 


We 


Electromaster to Grant 
Electromaster, Inc., Mt. Clem- ; 


Robbie | T) i 


ens, Mich., has appointed Grant 
Advertising as advertising and 
merchandising counsel. 


“Have-to-play— WF DF—Flint—tonight.” 


é 


SAN DIEGO 


facts for Sales Executives 


Metropolitan area population 473,900 
(within 15 miles of downtown) 


San Diego County population 552,804 
21st Agricultural County! 


1946 Value of farm products 55,000,000 
1946 City Food sales volume $90,907,000 
1946 City Retail sales volume $64,147,000 
1946 City Drug sales volume $15,000,000 


Per Capita buying index 175.5 @JD 


THE SAN DitGo UNION & TRIBUNE-SUN 
will give to even a modest advertising appropriatio: 
the impact of 
Concentrated $ $ $! 
in the West’s fastest growing marke 
Consult our Representatives 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc 


New York + Chicago + Denver + Seattle + Portiand + San Francisco + Los Angele 


UNION and TRIBUNE-SU 


Union Tribune Publishing Co., San Diego 12, Californial 
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| Advertising Company. Vernon R. | association, Other officers are| 
Awards Presented |Churchill, president of the Adver- Frank Stevens, Ideal Company, 


‘tising Association of the West, | Waco, Tex., vice-president; T. L. 


by Los Angeles, presented the awards. O’Gara, Weyerhaeuser Sales Com- 


r i « 7 "eas “er, da x: “ 
Salt Lake Clubs Retire Hansen, Huttig Mig,’ Com- | | Drug & Cosmetic 
Los ANGELES—Increasing im- : 


Heads Dearborn Sales pany, Muscatine, Ia., secretary. | entarey 
| Merritt D. Hill has been ap-|,. . 

vortance of the West as a center | pointed general sales manager - Rich Opens Own Office 

f advertising art was pointed up | Dearborn Sales Corporation, which| Leo H. Rich, Inc., industrial | 

t the second annual Exhibition | was organized to handle Ford trac- | consultant, has opened offices at 

f West Coast Advertising Art,| tors after Ford and Harry Fergu- | 1 Wall St., New York. The new | Covers an industry that is 

taged here under sponsorship of | son, Inc., separated. Mr. Hill left | firm will specialize in the correla-_ : 

he Art Directors Club of Los! Ferguson last July to organize | tion of economic and marketing ; 

\ngeles. paieggr oa eR Merchandis- | n-th — design and) | not afraid of the future. 
Fe ers, Oakland, Cal., a group serving | public relations. 

The George W. Kisiser award | independent implement manufac- 

vas presented to a 24-year-old 


| t . | c,d _ 
rtist, Pauline Annon, for her 24- rege ——_——_—— beg vee alnggen Prone Trav Also Publish f B ty Fashi 
} 9 . 5 : : a so ublishers o eau ashion 
heet poster drawn for Haggerty’s. | Ponderosa Pine Elects eltime Publishing Company, New | ¥ 


oe Deets, one of the nationally | Ponderosa Pine Woodwork has| York, has named Philip Ritter) 
nown team which created the | ejected M. P.. McCullough, Alex-| Company, New York, to direct its | 
ew Esquire girl, won the Art| ander-Yawkey Lumber Company, | promotion and subscription adver- 
Jirectors Club medal for the best | Prineville, Ore., president of the  tising. 
illustration. His painting was one a 
ff the Esquire girls and appeared | 
in that publication. 
David Lockhart and _ Dillon | 
Lauritzen, artist and art director 
respectively, won the medal for 
the best black-and-white drawing, 
which appeared in Westways. Ly- | 
man Emerson, photographer, and— 
John Groen, art director, were | 
awarded a medal for the best color | 
photograph. The two, with Foote, | 
Cone & Belding, took the shot | 
for Walt Disney’s “Song of the | 
South.” 
The medal for the best black- | 
and-white photograph went to | 
Sylvia Hoffman, photographer, and 
Will White, art director, for a 
photo used in Western Family. 
The club’s medal award for the 
best complete ad in color was 
presented to George Sheppard, 
artist, and Mr. Groen, who handled | 
the copy for Lockheed Aircraft | 
Corporation. Sheppard also is as- | 
sociated with FC&B. 


SALT LAKE ADCLUB 
RESUMES AWARDS 


SaLt LAKE City—Certificates of | 
awards were presented to 54 indi- | 
vidual business firms at a cere- 
monial dinner here sponsored by 
the Salt Lake Advertising Club, 
which revived its annual advertis- 
ing awards competition for the 


a A TREASURY OF YOUR VERY BEST PROSPECTS 


iward for technical excellence in 

irtwork, copy and layout went to 

suis W. Larsen and Paul S. . aul 
‘lowes of the Ad-Craftsmen, Salt : 
wake agency, for an advertisement 
repared for the Beck Products 
gr ing (engin eae nape gio Donnelley has outlined for your immediate use the preferred consumer 

eived for the 1946 competition, market of the United States. In that market there are 6,500,000 Preferred . 


inder the general chairmanship of Families who buy on the average more than three times as much as all 
L. C. Bennett, operator of Traction “ys . 
other families in the country. 


This market includes a piece of every city, town and rural route in the 


WHY MISUSE nation, but it may be used sectionally or in any combination of local g 


promotions. sie: os 
WORDS The merchandising value of this selected market has been proved many - 4 
Fi times with market tests and full scale national campaigns. a. 
—One publisher of a popular magazine found that identical mailings a 
pulled twice as well from Donnelley Preferred Families as from the non- d me 


preferred, and he could concentrate circulation where it would be most 
valuable to his advertising space buyers. 


—Another advertiser learned from tests using selected markets that he 
could cut his sampling cost 50% and still reach 90°% of his market. 


od co wie Gah Toul ; <0 Os GE Sour Gieeeae can stimulate immediate buying action from this highly responsive 
ithority on correct usage, will help you avoid 
A 700-page searchlight into error."’ 


«<foss smoothly, efficiently and quickly. JOHN : é 
group—promote acceptance among these opinion leaders who influence 
nbarrassing mistakes with this authoritative 
—Philadelphia Inquirer 


For sampling, couponing, dealer helps and general direct mail, Donnelley 
“RITE RIGHT . . . it’s your job to use words 7 ; ; ; 
EAKER OPDYCKE, nationally recognized 
lide to correct dictation and grammar.$3.75 OTHER DONNELLEY SERVICES buying habits. 
DEALER HELP MAILINGS 
° 5-D MINATION - 
: AY EXAMIN 0 CONTEST PLANNING AND JUDGING 


"UNK & WAGNALLS COMPANY ot 
153 East 24th Street, New York 10 - VOLUME MAILINGS ¥ ee 
losed please find my [ check [] money MAIL-AWAY PREMIUM SERVICE ) , ) in 
Pi so ay THE REUBEN W. DONNELLEY CORPORATION orem 
I may return the book for full refund s ad , Sea fe 
i > i 
“4 350 EAST 22nd STREET 305 EAST 45th STREET 727 VENICE BOULEVARD = 
EE Se } CHICAGO 16, ILLINOIS NEW YORK 17, N. Y. LOS ANGELES 15, CALIF. 4 * 
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Rival Newspaper 
to Face ‘News’ 
in Springfield 


SPRINGFIELD, Mass.—The Spring- 
field News has reached an 80,000 
evening circulation as an eight- 
page daily carrying no advertis- 
ing, Frank H. Kelly, executive 
editor, has revealed. 

The circulation is 25,000 above 
the paper’s average figure before 


the five-month strike of AFL 
printing unions and CIO news- 
paper guild began, but 30,000 be- 
low the combined evening circu- 
lation of the News and Union. The | of 


torily.” 


controlled by Sherman H. Bowles 


are still shut down by the strike. | Johnson Appoints Mork 


Meanwhile, Roger L. Putnam, | 
former mayor and an industrialist P 


here, told a mass meeting of | pany, San Francis 


lishing an independent newspaper | Francisco office of the Johnson 
satisfac- | Advertising Agency, Seattle. 


are progressing ‘very 


AODVERTIGING 


TOKONTO MONTREAL WINNIPEG 


GIBBONS KNOWS CANADA 
J. J. GIBBONS 


BAY STREET 
REGINA, 


LTD. 


~ TORONTO 
CALGARY 


MERCHANDISING = 
| Francisco 


EDMONTON VANCOUVER 


Forbes 


office 


He revealed that his project has 
the support of leading retailers, in- 
cluding Norman Wallace, president 
& Wallace, 
latter and two other local papers | Springfield department store. 


Mannion Production Service Com- | 
sane at 1045 Sansome St., San | 
rancisco. The new firm will act 
as intermediary between buyer 
largest and supplier of printing and will 
collect its fee from the supplier. 


Joins Kudner Agency 


Richard Kreuzer, formerly with 


Norman Mork, formerly with | Albert Frank-Guenther Law, San 
acific Coast Advertising Com-| Francisco, has joined the produc- 
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Prices Slipping, 
Inventories Bad, 
Grant Exec Warns 


NEw YorkK — Price trends hive 


i ; co, has been ap- | tion staff of Kudner Agency, San 
strikers that his plans for estab-| pointed to manage the new San/ Francisco. 


| Mannion Forms Own Firm 


of 


Thompson Company to form the 


‘Don Lee Names Smith 


Addison Smith Jr., formerly 
with the radio department of 


| Joseph F. Mannion has resigned | Benton & Bowles, New York, has 
| as production manager of the San 


joined the Don Lee Network sales 
staff in Hollywood as account ex- 
ecutive. 


J. Walter 


69,800 retail circulation 


217,200 READERS 


The largest coverage of big markets* 
of any publication in the food trade 


2K The 65,819 supermarkets, superettes, and big service stores who receive 

The Progressive Grocer average annual sales of over $120,000 compared 
to $14,000 for the independent stores not covered. Add to that, 4,400 key whole- 
salers, 1,400 buying executives of corporate chains and 1,180 top brokers and 
you get coverage of 72,900 merchants who sell or directly influence the sale of 
90% of the volume of grocery and combination stores. 


The Progressive Grocer has the largest coverage of any publication in the food field — 3.3 owners, 
managers and clerks per store. With the big stores covered by The Progressive Grocer averaging 6.5 
employes, this means 50 per cent of the store personnel read the magazine. 


Its TESTED AND PROVED EDITORIAL POLICY gives merchants what they want — sound information on 
how to do more business and how to make more money — how fo build displays to sell more 
. . . how to merchandise to sell more ... how to advertise to sell more .. . how fo interpret 
business trends . . . how fo cut costs... how to price competitively . . . how to make larger 
profits. The Progressive Grocer is an operating handbook. They read it for profit, not for 
pleasure. On the average, merchants keep more than a year's back issues for reference. 


Its POCKET SIZE, thoroughly TESTED AND PROVED, is preferred by retailers. It gets them to read 
instead of merely intending to. Convenient, easy to handle, easy to take home, it builds 
high home readership (559%) as well as store readership. 


in any other food trade publication. 


where the best 
retailers in the 
food trade 
get their best 
selling 
information 


Pi 


That's why The Progressive Grocer gives advertisers a TESTED AND PROVED AUDIENCE of the 
biggest, most receptive, most responsive, merchants in the food trade. That's why advertisers 
use more pages and invest more advertising dollars in The Progressive Grocer than 


The 
PROGRESSIVE 
GROCER national magazine 


of the food trade 


New York « Chicago « San Francisco « Los Angeles 


| been moving down since Dec |, 
| Harry A. Barth, assistant to the 
| director of merchandising of W T 
Grant Company, recently told the 
National Consumer-Retailer Coiin- 
cil. 

Grant has been paying less ind 
charging less for one-fourth of its 
7,500 lines during the past three 
months, he said. 

Mr. Barth called current inven- 
tories dangerous, saying that ac- 
cumulation of inventories is grow- 
ing faster than absorption of goods. 
|}a trend which started in March. 
| 1946. Actual physical sales volume 
is less than a year ago, in con- 
trast with dollar sales, he said, and 
warned that the accumulation of 
| inventories at prices “still above 
the heads of many customers is not 
healthy.” 

In the category of products 
which have already run the gamut 
of scarcity, high price, increased 
production and falling price he 
listed handbags, jewelry, millinery, 
toilet goods, some home furnish- 
ings, furs and some lines of radios. 
| “In infants’ wear, 42% of our mer- 
| chandise is selling at lower prices 

than during December and Jan- 
| uary,” he declared. 

| Ata recent merchandising Clinic 
| sponsored by Syndicate Store Mer- 
|chandiser, Fred E. Myers, sales 
| promotion manager, H. L. Greer 
|Company, told the group that 
manufacturers could aid retailers 
by planning displays to fit variety 
stores’ space, sprucing up packag- 
ing and planning promotion wit! 
retailers. 

The clinic also heard L. (¢ 
Shockley, cosmetics and toiletrie: 
buyer of McCrory Stores Corpora- 
tion, attack the trend toward 
higher-priced merchandise. 
| ‘**We are in and going to stay in 
the ‘10-cent store’ business,” Mr 
Shockley said; “the 10-cent item is 
our main attraction for customers. 
... The 10-cent size is good adver- 
tising for the manufacturer.” But 
| Mr. Shockley warned advertisers 
not to spread their budgets too 
widely. A limited budget is better 
|spent in a limited area than thinly 
|sprinkled into a wider territory, 
he said. 


| Florist, Garden and 


Nursery Magazine Bows 


| Western Buyer-Florist, Garden 
| Supply & Nursery Section, a new 
| business monthly, made its first 
| appearance this month, with an in- 
itial circulation guarantee of 5,000 
Published by Williams & Sons, 2)1 
Kearny St., San Francisco, tie 
publication is expected eventua 
to cover the 11 western stat 
Harrison B. Williams, publish 
was formerly promotion mana; 
| of Sunset Magazine. 

The page rate for a one-time 
sertion is $145. 


To Schultz & Ritz 


Joyce Reimers, formerly r: 
script writer for network | °0- 
grams in New York, has been 
pointed radio director of Sch 
& Ritz Advertising Agency, P ! 
land, Ore. Gene Biggs, form 
with Morgan Advertising Age 
Phoenix, has joined Schultz & 
as art director. 


Plugs Toilet Tissues 
Comfort Paper Corporation, 
Francisco, maker of Zee and ( 
fort toilet tissue, has launche 
campaign in 20 western dai ‘és 
Family Circle Magazine, Su s¢ 
Magazine and Western Far 
|The ads stress the advantage 
buying the “handy-to-carry, lc 15 
lasting 4-roll Family Pak.” 
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The Creative Wan Corner 


The three advertisements reproduced 
erewith, from recent issues of the New 
ork Times and the Chicago Tribune, 
lustrate a weakness that is common to- 
ay in too high a percentage of all ad- 
ertising. 

It is the weakness of generalization. 
And it is particularly striking here be- 
ause each of these campaigns has re- 
ently been distinguished by the publica- 
ion of hard, competitive facts. 


roy 


DESOTO» wc sce 


car I ever owned, regardless of 


Te 
Prine Doe 


price,” say overwhelming majority 
of new DeSoto owners in a Sask aale, ath cis 
PHILIP MORRIS 
¢ 69 much better to smoke! 
r. 
Soe 
7 


nationwide poll! 


Line yoo aver est sana 


For great cars and fine service see 


your DE SOTO-PLYMOUTH Dealer 


==—=/ | GAL PHI 
L | 


Tl 


In the case of DeSoto, the specific, chal- 
lenging “8 out of 10 say DeSoto again” 
now becomes simply “An overwhelming 
majority’—one of the most unconvincing 
groups in all advertising—who say “De- 
Soto is the best car I ever owned.” 

The fast, fighting story of Philip Mor- 
ris’ “extra throat protection” here is 
traded for the claim that Philip Morris is 
“much better to smoke . . . because it is 


JOHNNY ON THE ’ 4 
SPOT 


the only leading cigaret made differently.” 
Just how it is made differently and just 
what the “exclusive difference” is, re- 
mains strictly a mystery. 

The Plymouth advertisement is based 
on a check chart of 21 quality car fea- 
tures wherein Plymouth, and presumably 
Ford and Chevrolet, are compared to the 
overwhelming credit of Plymouth. Here, 
however, this check chart is reduced to a 
tiny box under the headline in which only 


Fp The highest valu car 


tr t78 VACHE VOU Want , 


mas = 


aye rv TeR~ Er ree ® 


the final score is given. 

We are not looking for airfoil fenders, 
fireball power, accurite cylinder boring, 
fliteweight pistons, buicoil springing, 
permi-firm steering, stepon parking brake 
and deepfiex seat cushions, all of which 
are the new Buick’s promise. We think 
these are kind of silly. 

On the other hand, we think general- 
izations are likely to be fatal. 


You Ought To Riar0w «+ « 1. tush B. Davis 


It is by the slimmest margin that J. 
Hugh E. Davis is Chicago office manager 
and a director of Foote, Cone & Belding, 
instead of being a current matinee idol. 

For at the ripe old age of 15, he was 
convinced that he could 
make quite a splash in 
he dramatic world. 
His enthusiasm could 
10t, however, offset an 
earlier belief that he 
vanted to be an ad- 
nan. The route to his 
present position was so 
extremely devious that 
erplexed followers are 
till not quite certain 
ust what did make 37- 
ear-old Hugh Davis 
n adman. 

His ambition took root when a scout- 
1aster with whom he was greatly im- 
ressed turned out to be an advertising 
ian. “Only scoutmaster I ever knew,” 
ooms Davis, “who was actually in the 
dvertising business. I guess that’s where 

ie idea started.” 

Throughout the adolescent years which 
irried him through school at Tarry- 

wn, N. Y., he carried his dream of 
eing an advertising man. Occasionally 
was shunted to the rear during such 
mes as his days at Lafayette College 
then he became vitally interested in 
mateur theatricals, but usually he man- 
ged to keep it consciously forward. 

When he presented himself to an un- 

iterested business world in 1931, com- 
lete with sheepskin and considerable 
onfidence, he was a little dismayed to 
iscover that he was not the panacea for 
hich it had been waiting. It took him 
ree months of hunting before he began 
orking for the Philadelphia Record 
nere he sold classified space and later 
irked in the merchandising department. 

His first step into the agency field was 

the New York office of BBDO, where 

became “one of the 99 assistants run- 
ng around.” It wasn’t long, however, 
fore he left the ad business flat on its 

k to manage an orchestra. Many are 

€ who claim that they had a hand 
illing vaudeville, but J. Hugh E. Davis 


J. H. E. Davis 


is one of those who helped hide the body. 

He remembers with some nostalgia that 
his orchestra was the final act before the 
closing of the Rivoli theater in Baltimore. 
Despite the fact that vaudeville was suf- 
fering its last, Davis was garnering what 
he recalls happily as “real coin.” Part of 
this was due to the fact that as orchestra 
manager, he collected the money and, as 
manager, felt that he was worth con- 
siderable of the gross income. 

Between the “real coin” and his nat- 
ural interest in dramatics, he was once 
more convinced that the theater was the 
world for him. However, sober reflection 
on his family’s attitude prompted him to 
abandon the idea and get a job with 
United Hotels Company, New York, which 
managed hotels from coast to coast. He 
traveled over large portions of the coun- 
try drumming up business for the hotel 
group and made such an impression that 
he was honored with the revelation that 
he would make a wonderful hotel man. 
He was also told that the best way to 
start was to be a room clerk. So he be- 
came a room clerk; but not for long. 

His next job brought him close to ad- 
vertising again, as a supervisor of field 
workers for J. David Houser, New York 
marketing research expert who dealt with 
such accounts as General Motors, Wes- 
tinghouse, Standard Oil of New Jersey, 
and others. 

At this point, Mr. Davis wooed and 
won his love, and then embarked on a 
honeymoon which would shame Croesus. 
Says Mr. Davis, “That summer of 1934 
started the most wonderful honeymoon 
anybody ever had on somebody else’s 
money.” According to his recollection, 
this blissful state was maintained for 
about a year. He insists that he was 
married, not endowed, and that the pro- 
longed honeymoon was the result of the 
trips he had to make as he became head 
of creative research for J. David Houser. 
It might have been business or it might 
have been coincidence, that the job called 
for trips to such places as Miami, Los 
Angeles and other spots. 

Davis left Houser and went into the re- 
search business with Ray Franzer on the 
strength of the Standard Oil Company of 


New Jersey account. Standard, however, 
dealt both of them a cruel blow when it 
decided that it would be more feasible to 
organize its own research department. 
Considering that the single account was 
worth about $75,000 annually to the part- 
ners, things got very gloomy indeed. 

“Why,” declares J. Hugh E. Davis with 
some asperity, “things got so tough I 
couldn’t pay the rent. In fact once I 
searched all through the apartment and 
found some souvenir dollars I’d been 
saving. There were 13 of them.” Instead 
of investing this in cans of beans or 
loaves of bread, he started with con- 
siderable optimism for the race track. 

“You know the answer,” he says sadly, 
“T walked home.” 

It was during this Starvation Period 
No. 2 (his definition) that he got the 
dramatic bug again. However, being 
fresh out of orchestras, Mr. Davis struck 
off on another tack. This time he got a 
screen test with Paramount. What’s 
more, he says, he could have gone with 
the studio for a _ six-month contract 
period. 

But again he hesitated and _ finally 
ended up working for the merchandising 
department of Hearst’s old Pictorial Re- 
view. Shortly after that, the Hearst or- 
ganization needed a man for its English 
representative, the National Magazine 
Company in London. 

All was not a “hands across the sea” 
attitude when this brash young American 
began to clash with English ideas of sell- 
ing, but his results were such that when 
he returned to the United States in 1938, 
the Hearst organization was all for send- 
ing him back for more representation. 
It was so tempting that only his inherent 
love for life in the U. S. kept him here. 

As it was, he came to Chicago to “pick 
up a little midwestern culture,” and also 
to act as representative for Puck—the 


Comic Weekly. He stayed on The Comic 
Weekly staff until December, 1943, when 
Fairfax Cone brought him into the Foote, 
Cone & Belding organization. 

Responsible for the Pepsodent account, 
he, like the late George Washington Hill, 
is a great believer in repetitious com- 
mercials. It is his boast that Pepsodent 
once went 22 weeks without changing its 
commercial. It was during that time that 
one promotional executive of another firm 
told him that the reason Pepsodent com- 
mercials were so delightful was because 
they were always different! 

Highly complicated theories about pre- 
evaluation make no hit with Hugh Davis, 
who believes that human appeal based 
on knowledge of human desires is the 
outstanding method of selling merchan- 
dise. Another of his beliefs is that when 
copy is productive, it should remain un- 
changed. “Why change simply for 
change’s sake?” he asks, and so far no- 
body has been able to think up an 
answer. 

For the benefit of men who paint names 
on doors and salespersons who must 
wrestle with displaced initials, the J. Hugh 
E. Davis is, in full, John Hugh Ellard Davis. 
Earlier, he dropped the John but conster- 
nation reigned when, in his apartment 
building, there appeared another Hugh E. 
Davis, so Mr. Davis again took up the 
hatful of initials. He attributes this ex- 
tensive nomenclature to the fact that he 
was the first grandchild in his immediate 
family and was accordingly tagged with 
the names of all existing relatives. 

Complicated as that may seem, there 
is nothing complicated about the whole- 
sale enjoyment he gets out of the agency 
business. Never one to fret, he declares, 
“T have a hell of a lot of fun.” 

Much of his fun comes from golf and 
occasional bowling, but most of it, even 
when he’s home with Mrs. Davis and 
their two sons, comes from talking shov. 


The a ~- Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW TO MAKE YOUR SALES LETTERS APPEAL TO THE 
PERSONAL INTERESTS OF YOUR PROSPECTS 


Too many sales letters are mailed at 
prospects instead of appealing to their 
personal interests or hobbies. This is 
because most direct mail solicitations are 
done on a mass basis. 

If you are mailing names selected from 
telephone directories, the list has no per- 
sonality except that you know the pros- 
pect has a telephone. Hence, this lack of 
personality limits your sales appeal and 
accounts for the reason very few firms 
can successfully use telephone names. 

On the other hand, if you are renting 
a list of men who have ordered cigars by 
mail, you know immediately that any- 
thing in the tobacco line would appeal to 
them. It is this knowledge of the pros- 
pect’s personal interest that enables you 
to plan your letter so that it has extra 
appeal to him. 

A successful letter may be easily 
adapted to various lists where the per- 
sonal interests or hobbies of the pros- 
pects are known. For example, a manu- 
facturer of woodworking equipment 
rented the mailing list of a mail order 
firm selling wood to home craftsmen. 
Here is how he started his letter: 

“Because of your interest in woodwork- 
ing, I want to send you our latest catalog 
of woodworking machinery <i 

Note how the machinery manufactur- 
er’s letter appealed to the personal in- 
terests of the prospect. 

To a list of building contractors, this 
same letter needed only a slight change 
in the opening paragraph to adapt it to 
the interests of this group. In revised 
form, it read: 

“Because you know the value of power 
tools—how they speed up the worl and 
cut costs—I want to send you our latest 
catalog of power tools especially designed 
for building contractors as 


It is not too difficult to personalize your 
letters to fit the lists you are mailing 
Here are nine more ideas for opening 


paragraphs that paid off 


1. As a friend of The Roycrafters, you 
will be interested in their latest 
achievement. 

Although you don’t know me from 

Adam, I understand that you are a 

lover of good books. 

3. To a few of those who have recently 
subscribed to (.. .), Lam offering 
the privilege of examining anew book, 
(.. .. .. ...-), NOW coming from the 
presses. 

4. The very fact that you are buying and 
studying the best books on civil engi- 
neering and contracting indicates that 
you are anxious to learn about the 
latest and best methods in the con- 
struction field. 

5. For many years, I have made it a 
point to personally advise our regular 
users when a new edition of the 
Cy aera ) directory was off the press, 
so that they might not be disappointed 
in obtaining a copy. 

6. Our Radio Editor, Mr. .. ., has just 
told me of your interest in our radio 
articles. 

7. Do you realize that every time you 
circularize the foundries in the 1947 
edition of list which you 
now have, you are actually throwing 
away $75.55? 

8. G. Charter Harrison, well known to 
you as a fellow member and former 
National Director of the National As- 
sociation of Cost Accountants, has now 
put into book form the standard cost 
methods he has so consistently advo- 
cated and with which he has had such 
remarkable success. 


w 


9. The magazine you helped to launch by 
your original subscription has been 
going great guns ever since 
By adapting the opening paragraph of 

your sales letter to appeal to the personal 

interests of your prospects, results fro 
mailings may be increased substantially. 

Try it by testing the-regular appeal vs 


the personalized appeal 
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Globe to Hutzler 


Globe Industries, Inc., Dayton, 
manufacturer of photographic 
equipment, has placed its adver- 
tising with Hutzler Advertising 
Agency, Dayton. 


Appoints Basford 

National Starch Products, Inc., 
and its associate, National Ad- 
hesives, have appointed the public 
relations division of G. M. Basford 
Company, New York. 


Free Enterprise 
Is Stake, NTEA, 
Co-op Heads Agree 


Cuicaco — Loring Schuler, gen- 
eral manager, National Tax Equal- 
ity Association, has told AA that 
the NTEA “merely sends out 
copies of Fulton Lewis’ radio talks 
to those who want them,” and has 
no other connection with the talks 


| which the Cooperative League of 


America contends violate FTC 


| rules. 


He termed ridiculous the league’s 


| petition to have FTC discover Mr. 
| Lewis’ allegedly hidden sources of 


revenue. 

Mr. Schuler and James Probes- 
tine, advertising manager of Na- 
tional Cooperatives, separately 
voiced their differences to AA 


/on the question of cooperatives’ 


role. in the national economic 


= 


YOU MAY SWIM 
292 MILES, NON-STOP’ 


BUT — YOU WON'T FLOAT 


INTO WESTERN 


MICHIGAN 


WITHOUT WKZO-WJEF! 


Here are some figures (Hooper figures, incidentally ) 


that have opened a good many eyes. recently. 


We 


hope they ll do the same for you! 


From 12 noon to 6 p.m.. Mondays through Fridays. 
] . £ b 


WKZO-WJEF have a 37.4% 


Grand Rapids 
combined have 11.7‘ 


ABC have 13.8; 


Kalamazoo. 
ALL NBC have 27.3% 
ALL MBS have 6.4°7! 


Share of Audience in 
ALL other CBS stations 
ALL 


In other words. you could use every other station 


heard in Western Michigan 


and still miss over a 


third of your afternoon audience (and our morning 


. . wT 
and evening figures come out the same way)! 


Ask for the complete Hooper Report 


from Avery-Knodel, Ine. 


from us, or 
Or, for that matter, just 


ask any advertiser who has ever done a top-noteh job 


in Western Michigan. .. . 


‘John |. Sigmund of St. Louis did it in 1940 


42 minutes. 


in 89 hours, 


WJIEF 


FIRS $s 
T iN GRAND RAPID 
ms KENT COUNTY (cs) 


Both owned and operated by Fetzer Broadcasting Company 
Avery-Knodel, Inc., Exclusive National Representatives 


PLAN SALES CONVENTION—A. T. Danielson, president of the National 
Federation of Sales Executives and vice-president, Barker Brothers, Los Angeles 
(left), promises the biggest NFSE convention ever held. Helping him plan the 


conference, scheduled to open June 2 


in Los Angeles, are Mrs. William B. 


Massie, chairman of the women's committee, and John R. Christie, convention 
chairman and vice-president, Citizens National Trust & Savings Bank, Los Angeles. 


pattern. They left no doubt that 
the dispute of the past three years 
has not quieted down, despite a 
succession of events last year that | 
appeared to settle the argument in 
favor of the co-ops for the time) 
being. 

Those events include a white- 
washing of the co-ops by the 
House small business committee | 
under Rep. Patman of Texas and 
refusal of the National Association 
of Manufacturers to endorse NTEA 
proposals. 

Mr. Schuler points out that, over 
objections of farmer co-ops, the 
House has reestablished the small 
business committee and the NAM 
has appointed a new committee to 
study co-op tax exemptions. In 
addition, he predicts that the 
powerful House ways and means 
committee will take up the matter 
late this spring. 


Do 1% of Retail Business 


Both sides call the co-op taxa- 
tion situation complicated and 
complain that the other side tries 
to confuse the public. Both agree 
that, largely as a result of the 
NTEA’s three-year efforts, the 
public generally believes co-ops 
enjoy unjustifiable tax exemptions. 
It is also agreed that co-ops are 
growing rapidly in size and di- 
versity. They account for about 

% of U.S. retail business volume. 

National Cooperatives, central 
merchandising and manufacturing 
organization for 21 regional pro- 
ducer co-ops, did 28% more retail 
and 30% more wholesale business 
in 1946 than in 1945. Estimated 
volume of affiliated retail co-ops 
was $698,520,000, or $156,528,000 
over 1945. Their wholesale volume 
went up from  $177,440,000 to 
$232,100,000. Individual member- 
ship in the 22 co-ops now exceeds 
1,500,000. An additional 1,000,000 
families are estimated to be mem- 
bers of unaffiliated co-ops. 


Co-ops Called Socialistic 


The NTEA puts total co-op busi- 
ness in the U. S. at $12 billion an- 
nually. This includes not only 
farmer grain, oil and other pro- 
ducer co-ops affiliated with NC 
which sell to members chiefly, but 
also such large marketing and ad- 
vertising organizations as Cali- 
fornia Fruit Growers’ Exchange, 
California Walnut Growers’ As- 
sociation, Dairymen’s League of 
New York and others. 

One large area of disagreement 
centers on the status of co-ops as 
part of the national economy. 
NTEA labels co-ops as socialistic 
The Socialist Party, Mr. Schuler 
points out, claims that co-ops are 
within the socialistic framework. 
Ben McCabe, president of the as- 
sociation, observed recently that 
the economic theories of Karl 
Marx are closer to those of co-ops 
than are those of John Stuart Mill. 

Or Free Enterprise? 

Mr. Probestine of NC emphasizes 
that cooperatives form a bulwark 
monopoly. Cooperatives, 
he asserts, are private 


against 


businesses 


trolled by individuals who join to | 


| members, 
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goods and services in the ot! e 
places of business. NTEA ad: o 
cates discriminatory tax legislat 0, 
in order to rid its supporters 0; 
an important part of their c 
petition.” 


Research Is Main Task 


If tax “reforms” proposed 
NTEA are applied universally, \{; 
Probestine declared, they :¥j! 
eliminate pool car shipments | 
private merchants, break up ho! :e- 
owned store buying organizati: n 
hurt mutual insurance compa! ie 
and make taxable the savings 0; 
fruit growers associated in coop- 
eratively owned marketing groups 

The tax equality organization 
supported by several thousand 
trade association, chamber of com- 
merce, commercial and individua! 
plans to continue in- 


| definitely its fight to tax what it 
privately owned and locally con- | 


do business on their own and for | 


themselves. 


“Cooperatives pay all taxes, with | 
but one limited exception, on ex- | 


” 


Mr. Probestine 
declares. “The exception 
exemption from federal income 
tax afforded to farmer coopera- 
tives—and only farmer coopera- 
tives—which agree to restrict their 
business largely to members and 
producers. But records show that 
half the qualified farmer coopera- 
tives have chosen not to take ad- 
vantage of this so-called privi- 
lege. 

“The co-op is the only business 
enterprise in the community that 
passes back all of the purchase 
price over actual cost to its cus- 
tomers so that these customers 
have more money to purchase 


actly the same basis as other busi- | 
/ness enterprises, 
is the | 


” 


calls the “profits, 
call the “savings,” 
bers. 

NTEA maintains no lobby in 
Washington, Mr. Schuler told AA. 
It merely collects information and 
performs publicity services. It 
sees the problem as one to be 
solved perhaps far in the future. 


and the co-ops 
of co-op mem- 


Elects Murdough V.P. 


|/sales manager, 


Thomas G. Murdough, genera! 
has been elected 
vice-president of the American 
Hospital Supply Corporation, 
Evanston, Ill. Harry K. DeWitt, 
assistant general sales manage! 
has been named manager of the 
central division. 


Wise Appoints Abel 


Herbert E. Abel has been ap- 
pointed sales manager of Wis¢ 
Products, Portland, Ore., manufac- 
turer of rubber products. 


ET ALL 


In the progressive Schenectady Market 


4 « 


CiTY SALES 


2 - SUBURBAN SALES 


GAZETTE 
2nd PAPER 


GAZETTE LEAD 


GAZETTE 
2nd PAPER 


ee ee ee 


Rely on the "52 year leader in advertising, circulation and 
reader confidence" to give your advertising message complete 
coverage of the Schenectady sales area. 


~~-TOTAL ADVERTISING--. 


For the YEAR 1946 


1946 GAINS OVER 1945 


(Authority: Media Records) 
*Gazette Gains were limited to supplies of newsprint. 
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REYNOLDS-FITZGERALD, INC., National Representatives 


3 = Surrounding Shopping Area SALES 


8,342,999 lines 
7,693,316 lines 


649 683 lines 


996,730 lines* 
844,850 lines 
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‘Grit’ Study Gives 
Closer Breakdown 
of ‘Small Towns’ 


WILLIAMSPoRT, Pa.—In its latest 


study of the small town market, | 


Grit Publishing Company shows 
for the first time the number of 
families living in small towns not 


Offers Fabric Manual 


Pacific Mills worsted division, 
New York, has prepared a manual 
of various types of woolen and 
worsted fabrics commonly used 
in women’s apparel, entitled ‘‘Al- 
phabet of Fabrics,’ which is a 
companion booklet to the one pub- 
| lished last year on men’s clothing. 
|The manual is being offered for 
distribution among women’s ,wear 
| salespeople. 


in the immediate suburbs of met- | 


ropolitan centers. 

Its “S.T.” (for small town and 
suburban town) report shows 
there are 3,349,312 families in 
“true” small towns of less than} 
1,000 population and 1,343,267 in 
“true” small towns of 
2,500 population. This compares 
with 1,472,782 families in small | 


Francis Orchard Retires 


After more than 12 years as 
New England _ representative, 
| Francis Madison Orchard has re- 
|signed from Puck—the Comic 
Weekly, to retire to his Cape Cod 


1,000 to | home in West Harwich, Mass. Mr. 


| Orchard entered advertising in the 
early ’20s on the Chicago staff of 


suburban towns of less than 1,000 | | Butterick Publishing Company. 


people and 467,497 families in the 
1,000-2,500 population communi- 
ties in suburban areas. 

The study was first suggested by | 
Arno Johnson, director of media 
and research, and Dr. Vergil D. 
Reed, associate director 
search, J. Walter Thompson Com- 
pany, who supplied basic data on 
make-up of 242 metropolitan 
markets. 

Chief purpose of the study is to 
show the extent of the coverage 
national publications have among 
families in non-metropolitan small 
towns. 

The publishers of Grit, a na- 
tional newspaper, show that 61.7% 
of the weekly’s 660,646 circulation 
goes to “places with population 
under 1,000” that are not in the 
“influence of metropolitan dis- 
tricts.” This circulation — 408,075 
—compares with 441,816 by House- 
hold among the same _ families; 
321,561 by Ladies’ Home Journal; 
290,498 by The Saturday Evening 
Post, and smaller circulations of 
other national publications. 


Plugs Tractor Seats 


Monroe Auto Equipment Com- 
pany, Monroe, Mich., has started 
a campaign for its hydraulic easy- 
riding tractor seats in national 
and farm publications, plus farm 
equipment and other _ business 
magazines. The series will run 
from March through June. 


Resigns Jewelry Account 


Abbott Kimball Company, San 
Francisco, has resigned the na- 
tional advertising account of 
Granat Brothers, San Francisco 
manufacturing jeweler. 


Bellamy Joins Austrian 


Robert K. Bellamy, formerly art 
director of Williams Advertising 
Agency, New York, has joined 
Ray Austrian & Associates, New 
York, in a similar capacity. 


WNBF SALES CHIEF 


STANLEY N. HESLOP 


National sales on WNBF (Binghamton, 
N.Y.) are in the capable hands of Stanley 
N. Heslop. This month he starts his | 8th 
year on the station's sales staff. 


of re-| 


Votes ‘Upper Midwest’ 


The Minnesota legislature has 


| voted designation of the area in- 


cluding Minnesota, western Wis- 
consin, the Dakotas and eastern 
Montana as the “upper Midwest,” 
and has urged general usage of the 
term. It was chosen following a 
contest conducted by the Minne- 
apolis Tribune to establish an ac- 
curate designation for the area. 


Forward Adds Accounts 
Forward Advertising, Philadel- 


| phia, has been appointed to handle 


the advertising of Coatcraft Com- 
pany, chjldren’s coat manufac- 
turer, Philadelphia and New York; 
Silverman’s, Philadelphia depart- 
ment store, and Ford’s credit 
clothing store, Philadelphia. 


Named Ad Director 


Elwood C. Horne, who has been 
connected with the advertising de- 
partment of the Herald and Sun, 
Durham, N. C., since 1931, has 
been appointed advertising di- 
rector, 
shall F. Murdaugh. 


succeeding the late Mar-| 


Ad Managers Elect 

The Nebraska Daily Advertising 
Managers Association has elected 
Ken Templeton of the Sun, Bea- 
trice, president. Other officers are 
Frank Wisner, Star-Herald, Scotts- 
bluff, vice-president, and Bob 
Bogue, Guide & Tribune, Fremont, 
secretary. 


43 
Honors 75th Year 


The South Bend Tribune ob- 
served its 75th anniversary March 
9 with a special anniversary edi- 
tion. The Tribune is still owned 
and published by the same fam- 
ilies which founded it. F. A. 
Miller, president and editor, now 
79, is a son of one of the founders. 


STANDARD 
STUDIOS '*° 


CHICAGO P/ — * 


540 N. MICHIGAN AVE 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE 


111 E. DELAWARE ST 
Phone WHitehall 5355 


FOR DETAILED 
REFERENCE DATA 


MARKETS EDITION 


Represented Nationally by 


THE KATZ AGENCY, Inc. 


5,000 WATTS ° 


AMERICAN ° 


CONTACT MAN 


This salesman has plenty of confidence. He should 
have because he represents |,094 wholesale houses in 
the Nashville area and sold $210,953,000 for them 
before he went to war... That's a lot of business — 
but he's doing even better now . . . Nashville's retail 
market is going ahead with him . . . Retail sales here 
were up to $356,977,000 in 1944 .. . So plan your 
campaign now to reach your share of the buying 
audience in this above-average market who listen 


regularly to favorite shows broadcast over WSIX. 


MUTUAL 


980 KILOCYCLES 


NASHVILLE |; 


— 
(ii Fara TT REE 


WSIX gives you 


all three: 


Market, 


nnn ] TENNESSEE 
wii i 


Coverage, 


Economy 
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Greig Quits Oliver | 
Plans of Oliver Broadcasting 

Corporation, owner of Station 


WPOR, Portland, Me., to acquire | 
Station WHUM, Reading, Pa., re- 
portedly have been dropped. Hum- 
boldt J. Greig, ABC sales execu-| 
tive, has resigned as president of 
Oliver and sold his 20% stock) 
interest. | 


Garfield Changes Agency | 


Garfield Tea Company, Brook- | 
lyn, which has marketed Garfield | 
tea and Garfield headache powders | 
since 1886, has moved its account | 
from Jasper, Lynch & Fishel, New | 
York, to Hixson-O’Donnell Adver- | 
tising, New York. 


Ayer Maps Drive 
fo Lure Recruits 
in National Guard 


WasHincton — As Selective 
Service expires at the end of this 
month, the War Department steps 
into a nationwide advertising and 
public relations campaign to enlist 
682,000 officers and men in the 
National Guard. 

The campaign, to be handled by 
N. W. Ayer & Son for the Na- 


\tional Guard Bureau, will total 


close to $1,000,000 and will be in 
addition to Ayer’s recruiting as- 


signment for the regular Army. 


As a nationwide backdrop for 
recruiting drives in each state, 
National Guard Bureau is using 
the Paul Whiteman show on 223 
ABC stations, Wednesdays, at 9 
p.m. On March 22, it will break 
with black-and-white spreads in 
Collier’s, Life and The.Saturday 
Evening Post and on April 1 in 
Look. 


Later, four-color ads will be 
used, timed so that they will not 
compete with Ayer’s magazine 


campaign for the regular Army. 
Radio and national advertising 
will be used to explain the need 
for an expanded national guard, 
and to “heighten public accep- 
tance.’ Veterans’ publications, in- 
cluding American Legion, and 
VFW’s Foreign Service, will be 
used to reach veterans, who will 
be the core of new guard com- 
panies. 
| Business magazines, including 
| Nation’s Business, and service pub- 


~) 20,487 


Total Net Paid 

17,500 | 
17,000 Lane AMY, 
16,500 boat 
me AH == 16,482 
15,000 | P ade 
14.500 | p=4 | | ( Dealer-Owners ) 
14,000 { | | | | | 
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30° increased circulation with no increase in rates . . 


. that’s 


the first year’s record of Farm Equipment Retailing. “Key Men” 


(dealer-owner) circulation is 
circulation in January 1946, on 


Ad 


Refle 


now actually higher than total 
which rates are based. 


vertising Volume Growth 


Farm Equip. Assn. are in the 
market for many products... 
reach them effectively through 
Farm Equip- 
ment Retail- 
ing, their own 
official publica- 
tion. 


115 
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* ST. LOUIS 1, M 


"Official Publication - National Retail Farm Equipment Assn. 


cts a RESPONSIVE Market 


Members of the National Retail | 


TOP TIME SELLER?—George A. Schmidt (center), senior salesman at WOR, 

Bamberger-key Mutual station in New York, accepts a bonus check and special 

winter vacation from R. C. Maddux (left), WOR vice-president in charge of 

sales, as Eugene Thomas, station sales manager, looks on at recent annual sales 

meeting. Since joining WOR 12 years ago, Mr. Schmidt has sold $5,000,000 

worth of time, believed to be the largest amount of single station time sold 
by any salesman in the country. 


lications of Kiwanis and Rotary 
will be used for prestige purposes, 
| and to explain the urgency of two 
| weeks’ “military leave” so guards- 
| men may get summer training 
| without losing their regular vaca- 
| tions. 

| National advertising will be 
| supplemented with public relations 
| services, and with newspaper ads, 
/ear cards, window cards and out- 
door posters for sponsorship by 
recruiting officers of each state. 


Wide Cooperation Sought 


The public relations effort in- 
volves cooperation with publica- 
|tions and with military, patriotic 
and civic groups, including the 
| Advertising Council. Recruiting 
| will be under way in the 48 states, 
the District of Columbia, Hawaii 
and Puerto Rico. 

Ayer’s $5,000,000 recruiting 
drive for the regular Army is pro- 
ceeding on a_ predetermined 
schedule in all daily newspapers 
of general circulation, all publica- 
tions issued two, three, four and 
five times weekly; all weekly 
“slicks” of 1,500,000 or better circu- 
lation, all weekly newspapers and 
farm papers and magazines widely 
circulated within the services. 

With the Army anxious to im- 
prove on its present recruiting rate 
of 20,000 men monthly, spot an- 

/nouncements were offered to all 
| U. S. radio stations for the last 
two weeks of March. In addition, 
War Department has three net- 
work shows and two platter shows 
for Army recruiting, one of them 
used by 803 stations. 

Last fall, the Army sponsored 
football broadcasts on ABC and 
Mutual. 
| The Army wants to stabilize at 
1,070,000 men during fiscal 1948. 
The Navy, which will need 150,000 
recruits to maintain itself at 571,-| 
000, has stayed away from national | 
advertising since the war, though | 
it has consulted J. Walter Thomp- | 
son Company on a public relations | 
program for the Naval Reserve. | 

——— 
Dromedary Dates Resume | 

Hills Brothers, New York, is 
using 200 and 100-line newspaper | 
insertions in 40 cities to announce 
that Dromedary dates are back. 
The campaign will emphasize that 
dates are the “finest ‘candy’ you 
can eat... this candy from trees!” 
Biow Company, New York, is the 
agency. 

Cain Names Berke 

Anita E. Berke, formerly with 
Hillman-Shane, Los Angeles, has 
been placed in charge of media 
and research for Jeannette Cain 
Advertising, Los Angeles. 


Cook Joins Gibbons 

Clement W. Cook, formerly di- 
rector of Canadian Advertising 
Agency, Montreal, has joined the 
Montreal office of J. J. Gibbons 
Ltd 


Appoints Straughn 


| Robert W. Straughn, formerly 
| with Chrysler.and General Motors 
| Corporation’ in both advertising 
| and other types of sales promotion 
activities, has been appointed ad- 
|vertising and _ sales promotion 
| manager of Stinson Aircraft, a di- 
| vision of Consolidated Vultee Air- 
craft Corporation, Wayne, Mich. 


GM Show Shifts Time 


| ‘Hollywood Startime,” heard for 
General Motors on CBS Saturdays 
at 8 p.m. will move to 10:30 p.m. 
Thursdays on March 27. The fol- 
lowing week the sponsor will fill 
time with “A Man Called X.” 
Foote, Cone & Belding is the 
agency. 


Lucey Promotes Lyda 


water, Mass., shoe manufacturer, 
has promoted Louis C. Lyda to 


and a director. 


Joins Sun Country 


J. Theodore Kennedy, former 
FBI agent and air corps pilot, has 
joined the commercial department 
of the Sun Country Broadcasting 
Company, Phoenix. 


Names Hicks Agency 


| Imperial Pearl Syndicate, Chi- 
| cago, Los Angeles and New York, 
| has moved its account from Gus- 
'sow, Kahn & Co., New York, to 
Lawrence Boles Hicks, New York. 


John E. Lucey Company, Bridge- | 


vice-president in charge of sales | 
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Teen-Agers Askec 
to Give Advice in 
Store Operations 


Cuicaco—The New Boston Sto: ¢ 
has formed a “Board of Juni 
| Appeal” to act in a direct ai- 
|visory capacity to management 
‘officials on many phases of the 
store’s operations. 
| The new group, which includes 
25 members, consists of high 
|school freshmen, sophomores, 
| juniors, seniors and first-year co|- 


'lege students who have _ been 
selected for their individual skills 
and talents. Meetings of the 


| “board” are held once a month. 

In addition, there will be an 
advisory board composed of from 
three to four times as many mem- 
|bers as the Board of Junior Ap- 
peal. These members will write 
letters asking BJA members to 
discuss various problems, suggest- 
ing solutions and submitting new 
ideas. Later, the advisory board 
members will be eligible for mem- 
bership on the BJA. 

The new program was inaugu- 
rated, officials explained, ‘“‘to de- 
velop the appeal of the New Bos- 
ton Store to youthful shoppers by 
getting young people to. think 
about the various problems in- 
volved in the store’s operation and 
suggesting solutions from a youth's 
point of view; to locate and enlist 
the service of young people who 
will make good candidates 
junior executives; and to assist in 
making the store’s publicity appeal 
to young people.” Jean Mattioli 
is executive secretary of the BJA 


as 


Opens Contest 


Better Homes & Gardens, Des 
Moines, has announced its fourth 
“More Beautiful America Com- 
petition,” a national contest to 
beautify and improve American 
cities and industrial sites. The 
contest, which ends Oct. 1, 1948, 
is open to any civic, religious, fra- 
ternal or other group, and offers 
$6,100 in prizes in community and 
industrial divisions. 


ISELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 
ARTWIL COMPANY, Advertising 
26-B West 48th St. @ New York 19, N. Y. 
MEdallion 3-0813 


DAILY CIRCULATION 
in 37 DOMINATE IOWA MARKETS 


@ To win Iowans to your 


product or services, you need 
the Iowa Daily Press Assoct- 
. 38 aggressive news- 
that have built a 
tremendous daily circulation 
of 510.090. The secret of this 
big circulation is the “local 
and each Iowa Daily 
Press Association newspaper 
is master of the “local touch.” 
ales for so many 


ation .. 


papers 


touch” 


ing lowa § 


these 38 Iowa dailies. 
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That’s why the secret of increas- 
is the regular use of 


twice as much circulation 


than ( | 
daily newspaper in Lowa 


y single 


IOWA DAILY PRESS ASSOCIATION 


405 Shops Building 


° Des Moines 9, lowa 
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Renuzit Tries 
Necktie Pull; 
to Add Products 


PHILADELPHIA — Renuzit Home 
Products Company will launch a 
newspaper test in four 
late this month to promote Renuzit 


French Dry Cleaner as specially | 


_Electrolite to Gibbons 


suitable for necktie cleaning. The 


| Md., 


markets | 


company later will introduce two | 


new products—Renuzit Spot and 
Stain Remover and Renuzit Moth- 
Proofer. 

The test drive will feature the 
theme, ‘“Dad’s neckties can be 
cleaned for less than 2 cents each.” 
The schedule of 8,000 lines to run 
in five weeks in Boston, Detroit, 
Indianapolis and _ Philadelphia 
newspapers, aims at creating a de- 
mand by men for Renuzit. For the 
first time, Renuzit’s 39-cent quart 
bottle will be featured, with copy 
stating that a quart will clean 20 
or more neckties. 

The test will be supplemented 
by store tie-ups, including win- 
dow, floor and counter displays. 
Cooperative dealer advertising will 
be used. Company executives said 
results of the test will govern 
future Renuzit themes. 


Adds to Money-Back Drive 


Renuzit previously introduced a 
double-money-back guarantee in 
the largest national campaign ever 
used for a home dry cleaner. 
Twenty national magazines and 
105 newspapers are included in 
the list. Ads offer twice the pur- 
chase price to customers who say 
Renuzit is not completely satis- 
factory. 

“The double-money-back guar- 
antee,” asserts Samuel Radbill, 
Renuzit’s president, “and the new 
campaign to have women start by 
cleaning their husbands’ neckties, 
is our greatest effort to date. Our 
goal is to convince every woman 
that it’s wise to do at least some 
dry cleaning at home.” 

Readied for marketing are the 
special spot and stain remover, 
called effective for removing fruit, 
lipstick and other stains not ordi- 
narily cleaned by such products, 
and the Moth-Proofer, which as- 
sertedly gives effective moth-pro- 
tection for a year. 

Harry Feigenbaum Agency here 
handles the account. 


Names Ralph Harris 

Kelly’s Directories Ltd., London, 
international export and import 
trade publications, have named 
Ralph Harris Advertising, New 
York, as agency in the United 
States. 


NO 


TYPE 


| Anyone, anywhere can set 
} type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 


stick. No metal 


type, no 
messy ink, no impressions 
to pull. Over 75 popular 


types to select from, each 


packed in a compact, refill- @ 


able leatherette case. 
3 New 24 -Page hates emo 
Catalog 


A") 


‘15 ROSCOE ST., CHICAGO 15, ILLINOIS 


Bloodless Station Bows 


Station WOOK, Silver Spring, 
will start broadcasting on 
March 29. The station will oper- 
ate on 1,000 watt power, day and 
night. The station’s president and 
principal stockholder, Richard 
Eaton, announced that WOOK 
“will at no time carry ‘blood and 
thunder’ programs.” 


Electrolite Company of Canada, 


Sangamo Names Mogge Appoints Gries 


Sangamo Electric Company, 
Springfield, Ill., maker of watt- 
hour and ampershour’ meters, 
time-switches and capacitators, has 
named Arthur R. Mogge, Inc., 
Chicago and St. Louis, to place 
all Sangamo domestic advertising, 
effective with April publications. 


Hair Products to Cole 


Hair Products Company, New 


| York, distributor of Pro-Ker hair | 


Toronto, maker of metal utility | preparations, which switched last 


furniture, card table sets 
other lines, has appointed J. J. 
Gibbons Ltd., Toronto, to direct its 


agency, to 


|New York 
of advertising, has ap- 


| placing 


advertising. Plans are now under | pointed Cole & Chason Advertis- 


way for a trade campaign, and 


consumer ads will introduce new | 


lines later this year. 


Names Durstine Agency 
Harvel Watch Company, 


ing, New York. 


‘Quits Hunt Foods Post 


Charles H. Hornburg Jr. has re- 
|signed as advertising and public 


New | relations director of Hunt Foods, 


York, has moved its account from | Inc., Los Angeles, effective April 1. 


A. W. Lewin Company to Roy S. 
Durstine, Inc., New York. 


| His future plans have not been 
| announced. 


and |May from J. M. Hickerson, Inc., | 
direct | 


John F. Gries, formerly a con- 
tact man with W. H. Hoedt, Inc., 
has been appointed account ex- 
ecutive of Richard A. Foley Ad- 
vertising Agency, Philadelphia. 
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Bowman Gum to FC&B 


Bowman Gum Company, Phila- 
delphia, maker of Warren’s Cock- 
tail gum, has placed its account 
with the New York office of Foote, 
Cone & Belding. 


TEACHER ACCEPTANCE 
INSPIRES NATIONWIDE CONFI- 


350.000 


A HOST OF PARENTS | 


INSTRUCTOR seapesi 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 


The 


TEACHER READERS 
10,500,000 BOYS 


AND GInkS 


Actual photograph, Empire eg 
State Building struck by 
lightning, July 27, 1945. 


I. which we reply, “Interesting if true.” Of course, the 


truth is that lightning 


is more likely than not to strike 


twice in the same place. Lightning struck the flagpole on 
the Empire State Building eighty-six times in ten years. 


But most of us go on 


believing the old nonsense, refus- 


ing to face the demonstrated facts. 


Our space salesmen report from time to time the most 
amazing preconceptions about newspapers. Persistent 
things — like the nonsense about lightning. And like it, 


too, in then complete |: 


ack of foundation. 


No advertiser will admit that nonsense enters into his 


media selection; yet we encounter it so frequently that 


we must sound this warning against it. 


Here are some simple, incontrovertible facts: 


When the people of a big city select a newspaper as 


their favorite, that paper is a good advertising medium, 


regardless of any nonsense about the “character” 


ol 


“type” of its readers. A big newspaper can attain its size 
only by reaching all kinds of readers. 


The paper that can popularize itself can likewise pop- 


a 


ularize a product. It is not merely because success is 
contagious; but because the character, makeup, and 
editorial formula of the paper build a background on 
setting lor the advertising appeal. 

‘The main trick in successful advertising is to tell your 
story to the greatest possible number of people per dollar 
expended. A big newspaper means a low milline rate. 


A big newspaper goes to all parts of its city, surrounds 
every dealer with readers of the advertising it carries, 
distributes its help impartially, hits everywhere, and hits 


hard. 


In New York, where there are no carrier boys and no 
home deliveries, a newspape! sells itself the same way a 
product sells in a self-service super-market 


and appeal 
of popula confidence. 


\ successful newspaper is edited for the greatest num- 
ber ol people — not tor people whose tastes qualify them 
to head big companies or manage big advertising cam 
paigns. Judgments based on the individual tastes o1 
preferences of individual readers are usually unsound. 
No editor dares to be guided by his personal reactions. 
No advertiser should trust them. 

The New York Mirror is great among the world’s great 
newspapers. Its daily circulation exceeds 1,000,000. Tts 
Sunday circulation exceeds 2,150,000. In the entire 
tory of American newspaper publishing, only two other 


dailies and one othe: 


attained those heights. 


NEW YORK MIRROR 


-not on salesmanship. Circulation is a vote 


Sunday 


Actual photograph, Empire 
State Building struck by 
lightning, June 12, 1933. 


on merit 


his 


newspapel have ever 
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WANTED 
EXPERIENCED 
COPYWRITER 


To a man who is an experienced 
writer and who knows how to dig 
deep for facts, 
markable opportunity 
growing, progressive AAAA 
Agency. Previous agency experi- 
ence required. His initial assign- 
ment as an assistant account 
executive will require contact as 
well as creative copy work. 


we offer a re- 
in this fast 


Give complete details on personal 
history and experience in first 
letter, including reasons you be- 
lieve you have creative ability. 


The Griswold-Eshleman 
Company 
Tarminal Tower Cleveland 13, Ohio 


ART DIRECTOR 
WANTED 


Excellent opportunity for 
good creative man experi- 
enced in designing card- 
board diecut displays and 
complete point of purchase 
rograms. We are one of the 
ae printers and litho- 
graphers in this field with 
offices in 30 cities. Man we 
want must have experience 
and unusual ability. Tele- 
phone M. T. Green, SPAuld- 
ing 1600. 2635 N. Kildare 
Ave., Chicago, Illinois. 


DEAN of CHICAGO 
PUBLICISTS 


AVAILABLE MAY 1 


PUBLIC RELA- 
For 50 years 


At 83 my experience in 
TIONS is hard to match. 
I've been serving the great and near 
great, individuals, firms and corporations 
—successfully. If you have a problem in 
public relations, you have a need for me. 


BOX 6668, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


ATTENTION — CHICAGO 
AGENCY OR ADVERTISER 


Unusual opportunity to secure PART-TIME 
SERVICES of experienced ad man now direct 
ing nation-wide agents sales force Write 
brass-tack ads, folders, catalogues, sales let 
ters that pull -and knows costs! 
Box 6669, ADVERTISING AGE 
100 E. Ohio Street, Chicago 1, Illinois 


VETERAN PUBLICATION 


with over 200,000 individual 
net paid subscribers for sale. 
BOX 6670, ADVERTISING AGE 
330 West 42 St, New York 18, N. Y. 


| lie 


| 


| complete 


RATES: 60¢ 
25 letters pal elim 


a Or deeb 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display 


HELP WANTED 


ADVERTISING & 


ALL TYPES OF 


Placements any 


PUBLISHING 
POSITIONS 
where in the 


United States 


GEORGE WILLIA 
200 S. State St., 
ARTIST 
Substantial 
ing agency 
accounts has 
for experienced 
be expert at 
graphic layout, 
nent, Previous 
firm experience 
ment guaranteed. 
Box 8816, ADVEI 
100 KE. Ohio St., ¢ 


w 


gen 
lette 
sm 


Har. 2063, 


north-c 
handling 
unusual 


age 
essential. 
Samples 


MS,—Personnel 
Chicago 
ANTED 
entral 
only national 
staff opening | 
eral artist. Must 
ring and typo- 
all city. . Perma- 
ney or printing 
Apart- 
later. 
AGE, 
i 


tTISING 
*hicago 


Writer, preferably with mid-western 


background, news, 1 
ence for permanent 
relations bureau 
vertising agency. 

reside major part « 
western town of 
ply by letter 
on experience, 
enc ing 
magazine 
photo. 
on 


fam 
samples o 
work as 
Salary to $ 
qualifications, 

Box 8819, ADVER 
100 EE, Ohio St., C 


CHICAGOS OLDEST 
PUBLISHING 
Adv. Mgr. Agricul. 
(10) Copywrtrs., ac 
(5) Layout artists, a 
Adv. Mgr. retail 
Space Buyer, 
Time Buyer, 
Adv. 


los 


ARCY e 
Mar.. mfx... 
Hse. Organ 
Prod, Mgr. agcy 
Catalog Edit... mfz 
Asst. Space Buyer, a 
Sales Prom, Copy, d 
Asst. Prod. Mer., 
Asst. 
Editor, tr. paper, fo 
Negotiations strictly 
No obligation 
FRED J. MA 
N. Wabash 


ISS 


approx 
giving 


PERSONEL 8 
rcies, EO. « 


exp... : 7,5 
agcy. e 


Kedit., external.. 5,2 


oh }, 
Adv. Mgr. Copy 


Ave. 


nagazine 
position in pub- 
of national ad- 
This man will 
of time in mid- 
20,000, Re- 
fullest details 
ily status, age, 
f best news and 
well small 
6,000, depending 


exper i- 


as 


TISING 


hic: ALO. 


AGE, 

13, OLE 

ADVE RTISING 
IRVICH 
exp... ..$12,000 
10,000 
9 000 


gcies. to. 


5,200 
eee 5.000 
gcy. exp.. $500 
ir. mail... 4,500 
200 
dir. mail 1,000 
od @zD... Open 
confidential 

to regiser. 

STE RSON 


FRA, 0115 


Chicago 


COPY 
tional 
Ohio 
productive idea 
able to write a 
house organs. Sal 
details d 
education, 


WRITER W 
opportunity 


ground, 
ence, Our 
this ad. 
Box SS26, 
100 EK. 
ARE YOt 
Do you now 
write copy 
organ, direct 
so, would you like 
to increase your 
siderably broaden 
in a medium size n 
ing agency where 
the close cooperatic 
pals? We're 
idea man on his w 
complete confidence 
past experience, bs: 
salary desired and 
a photo. Write 
Box 8827, ADVE 
100 EK, 
WANTED—Litho d 
Must be exp’d wi 
following. One of 
ing creative Litho 
for Chicago and ad 


ADVEI 


not 
ing 


on a price 
account 
State all details 
plies will be 
Box S830, 
100 EK. 
ADVERTISING 
BOSTON 
DE torr 
CLEVELAND 


held « 
ADVE! 


advertising ag 
man 


ary 


organizs 


Ohio St.. C 
ASSISTANT 
prepare 
for tri 
mail, 


earnings 


seeking a 
ay up. 


Ohio St., C 


joining 
who can sell on a cr 
basis. 

against 
in 


Ohio St., C 


ANTED 
in 

ency 
on 

ds, 


Eexeep- 
established 
for young 
his way up 
direct mail, 
$5,400. Send 
escribing back- 
business experi- 
ition knows of 


ITISING 
hicago 


AGE, 
ye 
ADV. MGR.? 
campaign plans, 
ide ads, house 
publicity? if 
an opportunity 
and con- 
your experience 
iidwest advertis- 
you will receive 
yn of the princi- 
copy and 
Write in 
e, outline your 
ackground, state 
if possible, send 


to: 


tTISING 
hicago 


AGE, 

Lt, 2k 

isplay salesman. 
th contacts and 
America’s lead- 
org. wants man 
territory, 
basis, and 
Liberal draw- 
commission. 
reply, All re- 


eative 


‘onfidential. 


tTISING AGE, 
hicageo 11, Ill 
SALESMEN 
PHILADELPHIA 
MILWAUKEE 
CINCINNATI 


exclusive territories open for new 
Good Will Book Calendars, which 
have acceptance “as advertising 
—- by large manufacturers and 
business organizations Sold in 
—. lots on commission 
Box 8825, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y 
SECRETARY AND GENERAL AID 


to advertising Manager. Medium 
size department Excellent opening 
for girl who seeks a share in aid- 
ing with all types of Advertising 


LARCO Incorporated 


5o00 S. California 


ave Chicago 32 


AGENCY 
HEAD 


READ THIS— 


if you’re aiming 
towards a larger, 
more profitable 


operation... 


re te 
=> Wanrs n 
vol , il 


YOU 
and enhance its 
the effectiveness of your 
tisina, and by selling 
fresh, convincing present 
able advertising and merct 

1 man who can belb 
thin will be atailable s 

Now an executive of a 
+A Ageny, he 
lions w of ¢ 

A super! 
cam 


‘ab 


prestige 


rth flective ac 


media itive cop 
worker, he ts 


with 1 2006 


real 
routine sinecur 
leaving, hut 


reorga z ofr revitali 


c if-fiink 2 dane he ms not too 


ind persister 
If a look 


give your 


ce can brine 
thead indica 

Acencvy a mak 
this ionally-known ac 
deserves vour 


delay W rite ately 
BOX 6664, ADVERTI 


considerati 
Immne d 


100 E. Ohio Street, Chicago 11, Illinois 


can enlarge your Agency's billing 


prospects through 
ations of work 


has built 


ae ¢ 


reams that en 


by increasing 
clients’ adver- 


1andising plans. 
you do these 
b rily. 
highly reearded 
over 60 mil- 
all 
ind a 
ebly de 
ynality 


ivertisine m 
vy writer 
thorou 

1 pers< 

e such as he ts 
in| Opportunity 
re the creative 
ablished 
ractical 
old for 
skill 


Wa 


t siaasm 
truce 

fes you shx 
wr creative 
ivertising 
on. But 


to: 


SING AGE 


nid 
litt, 
man 
don't 


| knows 
advertis- | 


| ary 


HELP WANTED 
COPYWRITER 


Young, agency experienced. Con- 
sumer and industrial accounts, 
Food experience preferred. Chi- 


cago agency. State salary 
ments and full experience. Our staff 
of this advertisement. 
30x 8832, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING SALESMAN—Needed 
for top flight building publication 
in Cleveland territory. Must be 
experienced salesman and  prefer- 
ence will be given to a proven pro- 
ducer familiar with territory. Sal- 
to start $500 per month 
bonus for right man. Must 
complete resume for consideration. 
eet Box 8823, ADVERTISING 

AGE, 330 W. 42nd St., New York 18, 
ee 2 teplies will be treated con- 
fidentially, 

ADVERTISING SALES MANAGER 
Unusual opporunity offered by 
ing farm publication. Man we 
looking for knows agriculture, 
successful record of selling space, 


require- 


wants opportunity to demonstrate 
he can handle the job of advertis- 
ing manager. Position now open. 
Write description of business ex- 
perience, age, health, to Box S831, 
ADVERTISING AGE, 100 KE. Ohio 
St., Chicago 11, III. Personal in- 
terview granted all qualified appli- 
cants. 
POSITIONS WANTED 
CEILING ZERO 

at present location. Agency writer 


seeks 


of 


assignment demanding full use 
ability. Experienced radio-display. 


Available Apr. 1. Chicago. 
Box 8829, ADVERTISING AGE, 
100 FE, Ohio St., Chicago 11, III. 


Ability, Versatility For Sale 
Woman, 387, fluent, aware, respon- 
sible, with 16 years successful ad- 
vertising, editorial experience, seeks 
position in Chicago. Has written 
copy for Vogue, negro newspapers, 
en radio scripts and commer- 
‘ials, 500 per month, 
Box 8820, ADVERTISING AGE, 
100 E, Ohio St., Chicago 11, Ill. 
CREATIVE ART DIRECTOR 
AND PRODUCTION MAN 
A profitable investment for a pro- 
2xressive agency. Wide background, 
high fashions to technical indus- 
trials. Cost-wise and detail con- 
scious. Service and contact exp. 
Crisp rough and comp. layouts. 
Box 8821, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
EDITORS! 
Excellent writer on the loose, 
Box 8822, ADVERTISING AGE, 
100 E. Ohio St., Chicago ¢ 9 Ti. 


IDEAS — SALE 
Adv. Mer. of larg Mfe. Co, seeks 
position with areater outlet for 
creative talents as Adv. Mer. of 
larger firm or Acct. Exec. of pro- 
gressive agcy. Exec. exp. 
adv. budget, producing natl, trade, 
dir. mail adv. Young, aggressive. 

Box 8824, ADVERTISING AGE, 
100 EF. Ohio St., Chicago 11, Tl. 

COPY THAT SELLS 
Mail order ads: sales promotion 
pieces that get inquiries and orders 
at low cost; general publicity; trade 
paper copy that sells merchandise; 
skilled idea and plan man with 20 
years’ experience top flight agencies. 
Quick freelance service. Room 504, 
520 N. Michigan, Chicago 6. Phone, 
DEL. 5671. 
TRADE PAPER EDITOR seeks new 
connection. NYCity area Capable, 
Efficient, Thorough, Diversified 
writing, reportorial background, 


Can furnish top references, wealth 
of by-line articles, editorials, ete. 
Salary open. 

Box 8833, ADVERTISING AGE, 


330 W. 42nd St., New York 18, N. Y. 

~ REPRESENT. 

PU B LISHERS’ 
NEEDED 


ATIVES WANTED 
REPRESENTATIVES 
NEW YORK—CHICAGO 
SAN FRANCISCO. National Air- 
port Publication 
3Ox $813, ADVERTISING 


aoe 
100 E. Ohio St., Chicago 111 


RE PRE SE NTATIVE S AVAILABLE 


HAVE A NE W YORK OFFICE 
Established one-man office will add 
Prof, Assn, Business, Ind, or Trade 
pub. Straight commission basis 

3ox SS18, ADVERTISING AGE, 
330 W. 42nd St... New York 18, N. Y 

MISCELLANEOUS 

ABBOTT TRANSLATIONS 
Reliable translations of advert. mat- 
ter exper. native translators for 
all languages 109 N. Dearborn St 
Chicago 2, Ill DEArborn #6083 
STOP—DONT WASTE POSTAGE! 
Do you use eirecular letters? Deo 
they get results? There is a way 


to te het 


ore mailing whether 
tt 


a sales letter is good or predoomed 


to failure It’s New Wri for 
tree Information 
SELEFEN SERVICE 
PrP. OO. Box 3051 St. Louis 5. Mo. 
AIRPLANE 
for your travel ind Tf 
ARRIAL ADVE ORTISING 

ay a " re plar inh 
N \ i | i x é 
cor nd t ica i 
n nt for banr r towing $2.350 
T. H. Metzler, 530 Nesselwood Ave 
Toledo, Ohio Main 10 
Cth feng AGENCY WANTED 
W ‘ cal ve successfu record 
l liing i rade accounts by 
advertiser spending $200,000.00 per 
yea ; 

Box S828, ADVERTISING AGE 

ow 12nd St New York 18, N. ¥ 


plus | 
send | 


lead- | 


handling | 


NEW KIND OF RICE 


Reserved 100° for U.S. Forces in Wartime- 
Now Available for Civilians 


" Richer, Fuller Plover 
B Vitamins Soved 


Flufts wp—looks Nicer 


White Magic im Cooking 


No Pot Wotching 


FOR NEW YORKERS—Converted Rice, 
Inc., Houston, is introducing its ''revo- 
lution in ricé" to the Greater New 
York market with this 800-line newspa- 
per copy, through Leo Burnett Co. 


Tax Experts 
Use Television 
to Explain Forms 


New YorkK—Owners of televi- 
sion receivers may discover that 
the new medium dissipates the 


headaches that result from figuring 
income tax returns. 

Last week the National Broad- 
vasting Company’s New York 
video station, WNET, introduced 
three deputy collectors from the 
Bureau of Internal Revenue who 
explained to the television audi- 
ence the intricacies of the tax 
form. 

James W. Johnson, 
internal revenue for the _ third 
New York district, was enthusi- 
astic about the show and its pos- 
sibilities, describing it as “a po- 
tential means of saving both the 
U. S. government and its citizens 


collector of 


a great deal of money and 
trouble.” 
Television, he believes, may 


take the place of the thousands of 
people assigned by the government 
to post offices, banks, department 
stores and similar places to help 
bewildered citizens prepare their 
tax forms. 

The program was transmitted 
via radio relay to Station WRGB 
in Schenectady and by cable to 
WPTZ, Philadelphia, and WTTG, 
Washington. 


Dates Set for Annual 
CFAC Bowling Tourney 


The sixth annual bowling tour- 
nament for advertising and sales 
executives under the auspices of 
the Chicago Federated Advertising 
Club will be held April 21, 26, 28 
and May 3 at Gold Coast Bowling 
Lanes, Chicago. The tournament, 
sponsored by the Chicago Herald- 
American, is open to members of 
advertising clubs, employes and 
executives of advertising agencies, 
local and national advertising de- 
partments, advertising and edi- 
torial personnel of all media, and 
executives of the graphic arts in- 
dustries. 

Entries, which close April 1, 
may be sent to Joe Hennessey, 
Blakely Printing Company, 418 S. 
Market St., Chicago. 


To Plug New Cooker 


Ekco Products Company, Chi- 
cago, in April will launch a cam- 
paign in nine national magazines 
and Sunday newspaper supple- 
ments to announce a new cooker, 
called the Ekco Shef. The new 
cooker has a sauce pan handle, 
while its two predecessors are of 
the casserole-type. All three cook- 
ers will be illustrated in the half- 


page black-and-one-color ads. 
Window and point-of-sale mate- 


rial will also be used. 
gin & Co., Chicago, 


Earle Lud- 
is the agency. 
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Start Uncle Ben's 
Converted Rice 
Ads in Dailies 


Houston— When New Yor 
| housewives lay in their stock 
|food products this weekend, fres 
|in their minds will be large-spac« 
news paper advertisements an - 
|nouncing a new kind of rice, avai - 
lable during the war only to tl 
| Army. 

Converted Rice, Inc., Housto:, 
has chosen the Greater New Yor 
area to give its three-year-o! | 
baby, Uncle Ben’s converted ricc, 
a civilian try-out. Insertions of 
800 lines will appear on Thursday 
in the Daily News, Mirror, Su 
Times and 19 outlying newspape 
in the metropolitan territory, fo!- 
lowed next Sunday in the News by 
a full-page, color-roto advertise- 
| ment pushing the product. 

A series of 210-line newspape: 
advertisements will follow, sup- 
ported by spots on the “Ask D: 


Tobey” five-days-weekly radi 
program over Station WOR. The 
New Yorker and the New Yor! 


State Journal of Medicine also wil! 
be scheduled. Dealer helps include 
jumbo-size full-color posters, pric 
cards and electrotypes for newspa- 
per ads and handbills. 

Newspaper copy will display the 
bright yellow one-pound carton in 
which the rice is packaged, 
will emphasize that the new rice 
is vitamin-permeated, thus mak- 
ing it a new food, with new nu- 
tritional and other advantage 
This rice, ads will say, cooks up 
white and fluffy 


and 


without steam- 
ing, keeps better and doesn’t stick 
to pots or pans. “Each grain stand: 


out alone to salute you!” will be: 
a key slogan of the promotion, 


further emphasized by the trade- 
mark of a little man made of seve! 
long grains of rice, right hand 
raised to a salute. 

Package label will include a 
recipe for either the quick-cook- 
ing or double-boiler method, each 


step graphically illustrated by 
drawings, and a six-page insert 
will contain tested recipes for 10 


basic rice dishes. 

Although the armed services in 
occupied areas, particularly in the 
Pacific, are still purchasing the 
bulk of Converted’s supply of 75- 
100 million pounds annually, be- 
tween 10 and 20 million pounds 
are expected to be available to the 
Greater New York area within the 
next 12 months. High-speed inno- 


vations now being tested may 
greatly increase this output. 
Leo Burnett Company, Chicago, 


is advertising agency for the com- 
pany, and Flanley & Woodward, 
New York public relations cou! 
sel, is handling the publicity. 


Marine Correspondents 
Form PR Organization 


Former Marine Corps comb 
correspondents and public rel 
tions officers who served in Wo! 
War II have formed the Mar! 
Public Relations Association 
Marine and ex-Marine correspon ‘- 
ents, Washington, and have elec! 
John Popham of the New Y 
Times as chairman. 

William P. McCahill, Arling 
Va., has been named execu 
secretary of the association, w! 
will publish a periodical news 
ter and operate an informa 
clearing house. 


Container Corp. Net Uy; 


Cor} 
Chicago, n 


Net sales of Container 
tion of America, 


of paperboard packaging pro 
totaled $91,090,286 in 1946, 
pared with $74,138,191 in 


Net profit was $7,165,561, 
pared with $2,026,123 in 1945 


Potter Agency Moves 
Stuart Potter, Chi: ag 
agency, has moved its office ‘ 
20 N. Wacker Dr. The new ‘*& 
phone number is Franklin 139 


Inc., 


Advertising . 
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nounced) will be advertised) tried showcasing it for television, something like Nancy Sasser’s 
through Buchanan & Co. In addi- but no sponsors bought. The next “Buy-Lines,” written by the so- 
tion to Skol and Skol cream, Ga- wrinkle may be a_ syndicated ciety’s ubiquitous national presi- 
hagan, Turnbull & Co. will pro- newspaper advertising column, dent, Ben Irvin Butler. 
8 mote New Puritized mildew- 
With the exception of its ap-)400 stations each. proofing for cloth and Puriturf 
arance in concert halls, the  Avco also has been awarded 8ermicide. 
und piano, once the symbol of | permits for television stations in oe ae 
‘gance, may soon become virtu- | Cincinnati and Columbus. General Foods brands as “‘ridicu- 
y extinct. One major manufac- lous” reports, rather widely circu- HOUSE ORGAN PUBLISHERS: 
‘er says that only 1% of all | In their iaehiaaie of the New lated lately, that it is splitting with ' 
ynos made today are grands;| Haven Railroad’s recent wreck at Young & Rubicam. Actually, GF 
‘tually all the rest are spinets.| Stamford, Conn., which blocked has just increased budgets with 
|. the next three to five years the | all four through tracks, some pho- Y&R on several major products. 
| reentage in favor of grands is tographers included signs of the ss 6 

pected to rise to only about 3% |New Haven’s anti-airline slogan, In the event you’ve been follow- 


Get YOUR copy of this helpful, in- 
teresting instruction manual that 
gives you suggestions to make your 


d at the most 5%. “When you have to get there, take ing the Society of Amateur Chefs, house ae publishing simpler, more 
: * | the train.’ you'll be interested to know that effective. , 
Despite the bother of refilling | a aee chapters have been formed in WRITE, OR ‘PHONE STATE 5977 


-aret lighters, which many smok-| Gallowhur Chemical Corpora- hotels of seven cities. As a pro- today for your FREE COPY. 

; mentioned, a survey by Beau- tion, New York, is readying sev- motional gimmick, the society has 

yt & Hohman, Chicago, indi- | eral new products for market and | had a curious history: it was tried ‘, a io ie y _ : 

tes that 43% of all smokers use| Promotion. In addition to the by ABC as a sustainer, was nearly r APID co PY SE RmVi¢ E “a 
1233 N. Wacker Dr. Chicago 6 a 


shters. Like wrist watches fol- | |established Skat insect repellent,| sold to Kelvinator, and _ subse- 
owing World War I, the lighters /a new insecticide (name not an- quently was discontinued. NBC 
it their biggest boost through use | 
* servicemen during the recent 
var. | 
If lighters worked better, the 
irvey shows, about 35% more 
nokers would use them. Women 
ave adopted lighters almost as 
uch as men have, with 42% of 
1e women who smoke preferring 
1em as compared with 46% of the 
en. 


Bre 


Media directors and space buy- 
rs in New York and Chicago have 
cently received orchids from 
tmerican Home as part of a pro- 
otion campaign which has had 
yme unusual angles. The orchid 
ccompanies a reprint of a current 
romotion ad, and the accompany- 
ng card says, “A message for you 

. an orchid for your favorite 
homemaker.” James J. Darling, 
ales promotion manager of the 
nagazine, says the response has 
een so enthusiastic that other gift 
iailings will be used. In each in- 
tance, however, the gift will be 
or the recipient’s “favorite home- 
naker.” 


a a 


Victor Emanuel, presiding gen- | 
us of Aviation Corporation, which 
ow controls Crosley Broadcasting 
orporation, may be able, before 
bng, to offer advertisers a coast-to- 
vast network of a few powerful 
ations. In addition to 50,000- 
att WLW in Cincinnati, Crosley 
perates WINS, New York, now 
1,000 watts but expected to go to) 
),000 within two months. It also 
aS an option to buy controlling | 


iterest in KSTP, 50,000-watt sta-_ : ig at a See SS aa at 


nN covering the St. Paul-Minne- 
olis area 


ee =S|—s«éYOU JUST CAN'T BEAT THE PULLING POWER 


ly-located 50,000 watters in the 


eee =©6,* ~—=s=«oOF THE BIG 3 IN THE GREAT FLORIDA MARKET 
idly enable the “network” to co ee a be 


over three-fourths or more of 
he nation’s population at only a 
taction of the cost of the present 
cur networks, with from 160 to 


The pattern of Florida’s growth is an upward-soaring spiral. Daily, thousands are 
| discovering that Florida is an ideal place to live,—and one that offers year-round 
| opportunities in trade, business, and industry. 


| ™ | x Florida has year-round opportunities for advertisers, too. Sales in the markets 
ROSS COUNTRY | represented by the Big 3 account for close to 7 out of every 10 consumer dollars 
NEWS | spent in the entire state. Thus, you sell Florida when you buy the proven Pulling 


Power of the Big 3... . the great morning newspapers that dominate the state's 


the Senidhewen | richest and largest trading areas. 
Week. y Ci Poa on 


TAMPA TRIBUNE 
* 


MIAMI aaa 


S aaniali 


FLORIDA TIMES-UNION 
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Middle- Size Agencies Get 
Smaller Share of Billings 


(Continued from Page 1) 


more than $5,000,000 gross bill- 
ing. A considerable part of our 
income is from fees.’ Due chiefly 
to addition of apparel, farm, util- | 
ity and public relations accounts, 
B&J’s total was about 5% 
than in 1945. 

(The Chicago and Minneapolis 


| 
more 


offices of B&J, now the Jacobs 
Company, are estimated to have 
billed nearly $2,000,000 sepa- 
rately.) 


Brisacher, Van Norden & Staff, 
with headquarters in San Fran- 
cisco, increased billing 28% in 
1946. This was due _ primarily, 
says Emil Brisacher, to increased 
budgets of clients “preparing for 
the return of competitive selling. 
We had no war babies and lost no 
major accounts during the year 
but acquired a number of addi-| 
tional important ones. Our 1947 | 
commitments already are 17% | 
ahead of 1946.” Major accounts | 
of this agency include Acme Brew- 
eries, Gantner swim suits, Paraf- 
fine Companies and Van Camp sea 
foods. 


Most Expand | 
Brooke, Smith, French & Dor- 


rance, Detroit and New York, 
boosted billing 15% in 1946 but 
failed to reach the anticipated 


$10,000,000-mark due to automo- 
tive and other strikes in the first 
half of the year. Hiram Walker’s 
Corby division and Goebel Brew- 
ing were more active; Youngstown 
Kitchen was on a _ $1,000,000-a- 
year basis, as was Hudson Motor’s 
factory advertising. Hudson’s co- 
operative division became a major 
factor in the fall. 

Leo Burnett Company, Chicago 
and New York, which had billed 
about $7,500,000 in 1945, continued 
to expand—as it has every year 


eral 


lof Thomas A. Edison, Inc. 


sel Disposal Office, De-Moist, a 
de-humidifying agent of Dicalite 
Corporation, and the new Lever 
Bros. detergent Breeze, which will 
be on a billing basis in 1947. Fed- 
lost American Thread, Dor- 
Gray products of Lehn & 
and the Ediphone division 
Bill- 
however, 


othy 
Fink, 


ings on these accounts, 
continue into 1947. 

Billing of Gardner 
Company, St. Louis and New 
York, expanded from $5,500,000 
in 1945 to more than $6,000,000 
in 1946, chiefly from expansion 
of existing accounts, the largest of 
which are Ralston Purina, Pet 
Milk and Monsanto Chemical. 
Gardner in 1946 had its first full 
year billing on the New York 
Stock Exchange account. 

Among those of the middle- 
bracket agencies closest to the “big 
agency” group in 1946 was Grey 


Advertising 


Advertising Agency, New York, 
|which boosted its billing from 
$8,000,000 to $9,500,000. Grey 


serves a wide diversity of general 
and retail accounts. 


Keeps Steady Course 


Henri, Hurst & McDonald, with 
a single office in Chicago, is esti- 
mated to have billed somewhere 
near $6,000,000 in 1946, although 
the agency refuses to divulge fig- 
ures. Most of the volume came 
from existing accounts, some 20 
in all, including Chuckles, Ballard 
& Ballard, Fairbanks, Morse, In- 
ternational Shoe, Kroehler, John 
Morrell, Perfect Circle, parts of 
Sherwin-Williams and Stewart- 
Warner, Skelly Oil and A. O. 
Smith Corporation. No accounts 


them small, from offices through- 
out Canada. Participating in this 
summary for the first time, Mc- 
| Kim points out that it billed be- 


| tw een $5,000,000 and $10,000,000 


in 1946, or 34.3% more than in 
1945, due to new accounts and 
expansion of old ones. 


Others Examined 


Pedlar & Ryan, reported to have 
been at the $6,000,000 level in 
1945, would not announce billing 
for 1946. This probably was 
slightly higher, due to expansion 
of its largest account, Procter & 
Gamble. A Hedda Hopper net- 
work program for Camay soap 
started in October. 

The Davenport and Chicago 
offices of L. W. Ramsey Company 
billed about $6,500,000 in 1946 
or $600,000 more than the year 
before, due mainly to expansion 
of existing accounts. Among the 
largest of these are F. W. Fitch 
Company and National Oats. 
Fitch’s new Skin-Pep started na- 
tional advertising for the first 
time. 

Billing of Knox Reeves Adver- 
tising, Inc., which was $4,720,000 
in 1945, moved up to $5,000,000 in 
1946. General Mills is its largest 
account. 


Many Changes Recorded 


Russel M. Seeds Company 
moved up into the “big agency” 
bracket in 1945 with a gain of 
25%, but dropped back to $9,000,- 
000 last year, due chiefly to loss 
of Grove Laboratories business. 

Sherman & Marquette climbed 
to the middle of the bracket, from 
about $6,000,000 in 1945 to $7,- 
300,000 in 1946, and _ estimates 
$8,000,000 for 1947. S&M in- 
creased billing on old accounts, 
such as Colgate-Palmolive-Peet, 
Quaker Oats and Sterling Drug; 
had first full year billings on W. F. 
McLaughlin (Manor House coffee), 


were lost during the year, one} 
sizable newcomer being Sherwin- 
Williams’ Weed - No - More. 


and added Airadio, Inc. 
J. D. Tarcher & Co. billed be- 
tween $5,000,000 and $6,000,000 


A ;}on such accounts as McKesson & 


year’s end the agency took over! Robbins, Coty cosmetics and See- 


since the business was _ started. 
Among this agency’s major 
counts are American Meat Insti- 
tute, Council on Candy, 
sota Valley Canning, Pure Oil, 
and Santa Fe Railway. 

Cockfield, Brown & Co., Mon- 
treal, serving several hundred ac- 
counts from offices throughout 
Canada, reports only that its bill- 
ings were in the $5-10,000,000 
bracket. 


Off to Fast Start 


Founded in 1944, Doherty, Clif- 
ford & Shenfield, New York, | 
moved just above the $5,000, 000- | 
mark in 1945, and then expanded 
67% in 1946, says Lawrence L. 
Shenfield. Although the bulk of | 
its business still comes from Bris- 
tol-Myers, the current increase 
was due both to new 
to the return to 
client’s products 
Vitalis hair dressing. 

The comeback of financial ad- 
vertising is chiefly responsible for 
the fact that Doremus & Co. 
(which 20 years ago was billing} 
more than $10,000,000) moved up 
into the middle-size agency 
bracket in 1946, with billings esti- 
mated at about $6,000,000. 

More specifically, Albert Frank- 
Guenther Law boosted its billing 
31% in 1946, to about $7,000,000. 
Also strong in financial advertis- 
ing, AF-GL’s says Emmett 
Corrigan, chairman of the board, 
was due “both to larger expendi- 
tures of our and to a 
diversified list of new customers.” 


market of old 


gain, 


old clients 
Many Near Top 


Agency, in 
the di- 
moved 


Federal Advertising 
its first full year under 
rection of Gordon E. Hyde, 
into the upper half of the $5- 
10,000,000 bracket. New accounts 
in 1946 were the advertising of 
surpluses through the Navy Ves- 


ac- | 


Minne- | 


clients and | 


One of these was | 


$300,000, 
| recently. 
food also will presumably in- 

|crease its substantial budget with 
the release of tin. 

Due largely to vigorous expan- 
'sion of Philco, with the Bing 
Crosby radio program and other- 
wise, Hutchins Advertising Com- 
pany moved beyond the $5,000,- 
'000 mark in 1946. Hutchins serves 
nearly 50 accounts. 

Joseph Katz Company expanded 
from about $5,000,000 in 


about 25% to 
| 1946. In addition 
}such accounts 


$7,500,000 in 
to activity on 
as American Oil, 
Ex-Lax and Maryland Pharma- 
‘ceutical, this agency added Gaby 
suntan lotion, Chunk-E-Nut food 
products, Pierce Watch, and Hart- 
ford Textile’s plastic coated prod- 
ucts. 


up 


Only Three 


With increased expenditures on 
all three of its accounts—Lambert 
Pharmacal, Pro-phy-lac-tic Brush, 
land Phillips Petroleum—Lambert 
|& Feasley’s billing rose from $5,- 
200,000 in 1945 to $5,700,000 in 


Accounts 


11946. Phillips began its first na- 
tional campaign, in magazines, 


last year. 
| The automobile and steel strikes, 
lcramping the promotional style 


|}of such major accounts as Cadillac | 


and Pontiac divisions of General 
Motors, prevented McManus, John 
& Adams from reaching its $10,- 
000,000 objective. The year be- 
fore, this had moved from 
slightly below to above the $5,- 
000,000 mark. James R. Adams, 
president, reports simply that it 
the $5-10,000,000 bracket 


agency 


was in 
in 1946. 

Like Cockfield, 
Advertising, Ltd., 
several hundred accounts, 


Brown, McKim 
Montreal, serves 
most of 


1944 to| 
$6,000,000 in 1945, and then moved | 


the Celotex account, once billing) an Bros. The loss of Smith Bros. 


but relatively inactive | cough drops was compensated for 
Morrell’s Red Heart dog | by 


the return of Benrus watch 
from Young & Rubicam. 


Clients Change Their Minds 


Wade Advertising Agency is re- 


ported as billing $5,467,224 in gross | 


network radio time alone in 1946. 
| With an over-all increase of 10% 
| Wade moved toward the top of 


| the bracket. Although Miles Lab- | 


|oratories is currently 


reported as 


|statement, but its billing—chiefly 
from Seagram Distillers and Pabst 
| Brewing—is said to have remained 
at the $7,000,000 level. A $1,000,- 


000 volume on Liberty’s sponsor- | 


ship of Fiorello LaGuardia did not 
materialize, because this program 
| lasted only about three months. 

Weiss & Geller continued to 
|have about $6,000,000 combined 
billings for its Chicago and New 
York offices. 


Some Suffer Losses 

| Due primarily to Campbell soup, 
| Ward Wheelock Company billed 
| $6,000,000 in 1946. Its total will 
|be larger this year if Campbell’s 


/expansion plans in magazines and 
radio materialize. 

Caples Company, which had 
reported a $6,800,000 volume in 
1945, predominantly from rail- 
road accounts, dropped below the 
$5,000,000-mark in 1946. Mac- 


Farland, Aveyard & Co. also went 
under $5,000,000, due chiefly to the 
of the $2,000,000 Saturday 
Evening Post account to Batten, 
Barton, Durstine & Osborn. 

AA erred in previous years in 
listing Botsford, Constantine & 
Gardner, Pacific Coast agency, in 
the $5-10,000,000 group. Actually, 
BC&G billed about $2,500,000 in 
both 1945 and 1946. Some war 


loss 


PARAMOUNT TnthT A: PANU 
SENSATIONAL PRICE REDUCTION | 


GREAT NEWS FOR MILLIONS | 
OF MOVIEGOERS THIS WED.! 


The Qriginal Home of Broadway’s 
Greatest 2-for-1 Shows Turns Back 
The Clock—To Bring You Again—At 
Real Popular Prices The Best Of 
Screen And In Person Entertainment! 
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GREATEST BARGAIN 
_ SHOW VALUE 
* ON BROADWAY 


PAULETTE 


mewn Francey Lane - 


Peromoun! presents 


GODDARD - MacMURRAY 
» SUDDENLY IT’S SPRING 


«im Macdonald Carey : Arleen Whelan 


a MITCHELL LEISEN proouction 
Produced by CLAUDE BINYON = Directed by MITCHELL LEISEN 


PFS 


JOHN NY LONG And His Orchestra 


The Beachcombers 


~ JOAN EDWARDS 


ns LEWIS & VAN 


. BUDDY LESTER 


DON BAKER ot the orgon 


Floyd Sullivon - Tex Mulcahy 


wanna PEEMIOUT 
OOrS Upen 0:30 A.M. Midnight Feature Nightly 


PREVIEW TOM'W NIGHT 


Come between 6 and 10 P.M. for © pre 
view of “SUDDENLY IT'S SPRING” plus 
reguicr showing of “Eosy Come, Eosy 
Go" and reguier in Person show! Extra | 
MidnightshowingofSuddentyit'sSpring” | 
J 


SIGN OF THE TIMES—Indicative of the trend away from the box office which 
currently plagues the movie industry (AA, Feb. 3) is this advertisement of the 
Paramount Theater, one of Times Square's largest movie houses. 


baby accounts were lost but others, | tinued to bill more than $3,000,- 


including Jantzen Knitting Mills, 
National Biscuit, 
Woolens, expanded. 


Many Approach Mark 


Among agencies which are mov- 


are Roy S. Durstine, Inc., New 

York, Chicago and Cincinnati, and 

Wesley Associates, New York. 
Chiefly from expansion of old 


curtailing, it continues to be 
Wade's largest account. 
Warwick & Legler made no! 


;accounts, Wesley’s billing rose 
i\from about $4,000,000 to $4,750,- 
000. 

Ivey & Ellington, C. L. Miller 
Company, and Morse International 
are not far from the $5-10,000,000 
bracket. 
Among 

1946 


new 
which 


agencies launched 


| in moved 


and Pendleton 


000, exclusive of fees. 
Hixson-O’Donnell’s New York 


| Office increased from $2,200,000 t 
, $2,300,000. Data on this agency's 


ing close to the $5,000,000-mark | 


above the) « 


| $1, 000,000 basis were Robert W. | 


| Orr & Associates, Sullivan, Stauffer, 
Colwell & Bayles, Ridgway, Ferry 
& Yocum, and Walter Weir, Inc., 
|all of New York, and Dunn-Fen- 
| wick, Ina, Los Angeles. (At its 
| first birthday party March 7, bill- 
ings of Walter Weir, Inc., were 
| revealed $1,500,000.) Other 
iv igorous newcomers 
Radco, Inc., Baker & Hosking, 
|Gahagan, Turnbull, and Swéetser, 
Byrne & Harrington, all of New 
York, and 
Agency, Boston. 
The Orr agency, 
|'gens-Woodbury and 


as 


with the 
other 


Jer- 


its 
Stauffer, 
will not be far 


10,000,000 group in 
| year, and Sullivan, 
|well & Bayles 
| from it. 


Others Give Figures 


Two relatively new Chicago 
agencies — Shaw -LeVally and 


| Tatham-Laird—are moving rap- 
idly toward this bracket. 

Certain older agencies. offer 
specific expansion figures. Com- 


bined billing of Badger & Brown- 
ing, Boston, and Badger & 
3rowning & Hersey, New York, 


Newark and New York; 


Reingold Advertising | 


ac- | 
|counts, probably will join the $5-| 
first full | 


Col-| printing industry and its pla 


increased from $2,847,000 in 1945 | 


to $3,170,000 in 
Cairns & Co., 


1946. John A. 
New York, expanded 


from $1,443,542 to $1,831,107. 
Lawrence C. Gumbinner Adver- 
tising Agency, New York, con- 


associate office in Los Angeles 
were not available. 

The veteran Charles W. Hovt 
Company, New York and Hart 
ford, expanded from $3,000,00 
to $3,600,000, about half of thi: 
due to new accounts. Ronalds Ad 
vertising Agency, Montreal, in 
creased slightly, from $1,700,00( 
to $1,800,000. Albert Woodle: 
Company, New York, near! 
doubled, from $946,206 to $1,623, 
420. 

A few agencies definitely de 
clined to submit either specific o 
bracket” data. These include 
Cramer-Krasselt, Milwaukee 
Charles Dallas Reach Compan) 
Reincke 
Meyer & Finn, Chicago, and Tracy 
Locke Company, Dallas. 


N. Y. Printers Add 16; 
Now Boast 706 Members 


include} 


New York Employing Prin‘ 
Association, Inc., added 16 gra} 
arts firms in the New York ( 
area at a recent meeting of 
board of directors, boosting 
membership to 706. 

The total represents a 61% 
crease, or 266 members, over t! 
last five years, further establis 
the association’s status as 
largest local trade group i! 


the first 10% ranking of all ‘* 
associations in point of incom 
membership and range of ser, ic‘ 


KFH Promotes Mathews 


Station KFH, Wichita, ha 
pointed Frank Mathews a: 
tional sales and promotion 
ager to succeed Clark A. L 
resigned. 


Hanau Opens Agency 


Benet Hanau, formerly co} 
rector and account executi' 
Advertising Counselors of A! 
Phoenix, has opened her ow 
vertising agency, Benet Ha! 
Associates, at 7 E. Santa Clar > 
San Jose, Cal. 
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Red Heart Dog Food 
is back in const 


n 3 Famous Flovors: Beef, Fish ond Cheese mt 


eerit 6 CO, MEAT Pace 


SALESMAN—Napoleon, the comic strip 
character, registers satisfaction in this 
page ad marking the return of Red 
Heart dog food in cans. The copy ap- 
peared in the March 15 issue of The 
Saturday Evening Post and will appear 
in the March 24 issue of Life, through 
Henri, Hurst & McDonald, Chicago. 


Edward Webster 
Appointed to FCC 


WASHINGTON—The seventh place 
on the FCC, vacant since Paul 
Porter went to OPA, went last 
week to Commodore Edward M. 
Webster, retired Coast Guard com- 
munications director, and present 
director of telecommunications for 
the National Federation of Ameri- 
can Shipping. 


The appointment came as a sur- | 


prise to Republicans, who had 


hoped to capture the FCC seat for | 


one of their own followers, and to 
broadcasters who pressed for the 
appointment of an experienced | 
broadcaster to the commission. 

It also disappointed 
groups in both parties, who had 
advanced Marian Martin, former 


feminist | 


director of women’s activities for | 


the Republican National Commit- 


tee, and Chase Going Woodhouse, | 


former Democratic Congresswom- 
an from Connecticut. 

Commodore Webster had served | 
as assistant chief engineer with 
FCC following his first retirement 


from the Coast Guard in 1934. He | 


‘eentered the service during the 
war, serving as chief 
xyuard communications, and a 
nember of the interdepartmental 
‘adio advisory committee. 

He was chairman of the United 


States delegation to the Interna- | 


of Coast | 


ional Conference on Radio Aids to | 
Navigation in London last April, | 


ind was a technical adviser to the 
J. S. delegation at the five-power 


elecommunications conference in| 


Moscow. 


Poyntz Opens Branch 
Alford R. Poyntz, Advertising, 

Toronto, has opened an office in 
he Dundas building, London, Ont. 


MAIL 
PROMOTION 


To Nebo Ale, 
NEW YORK Dt &, & 


? Se Dearbers St. Obicoge 3 


Color Spread Launches 
Elgin American Drive 


Elgin American, Elgin, IL, will 
launch its Mother’s Day promotion | 
with a full color spread in the 
April 28 Life. Ads featuring com- 
pacts and dresser sets also will 
appear in May issues of Harper’s 
Bazaar, Seventeen, Vogue and 
Woman’s Home Companion. 

In addition to four-color copy 
in The American Weekly, color ads 
will appear in 19 leading news- 
papers, and a monotone ad is 
scheduled for 11 newspapers 
which could not handle color. 


To ‘Nation's Business’ 

Philip W. Terrell, recently with 
the air conditioning division of. 
_York Corporation, has joined the 
sales staff of Nation’s Business, to 
cover accounts in New York state 
and New York City. 


Elects Vanderhoof | 


Standard Duplicating Machines | 
Corporation, Everett, Mass., has | 
elected Albert W. Vanderhoof | 
chairman of the board and presi- | 
dent. 


yet BCing you’. 


He’s in again... He’s on again 
IT’S GWYNN AGAIN 


Back in the WIBC fold and on the air again is that jovial 
jockey of the discs . . . that irresistible raconteur of the records. . . 
that wonder boy of the waxworks—“Easy” Gwynn! Glad tidings, 
that, for Hoosier listeners who recall the enchanting Gwynn manner 
. . . and for advertisers who remember Easy’s out-of-this-world 
“Hoosierating.” Naturally, the garrulous Mr. Gwynn is again pre- 
siding—six afternoons a week—at the 3-4:45 record party he made 
famous—“Easy Does It.” But that’s not all, because Gwynn is 
8:15 to 8:55 daily, called 
Do we need to add, 


also giving with a new morning show, 
“Easy Listening.” 


Blair Man?” 


“Better see your John 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


- in INDIANAPOLIS 


WIbG 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


The INDIANAPOLIS NEWS Station 
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"SELL" 
WITH SPOT DECALS AND VALANCES! 


Alert advertisers use low-cost Meyercord Decals as 
spot signs and window valances at the point of sale. 


DEALERS, SELL PRODUCTS 


Ae me 
BICYCLES - VeLociPenes 
ROLLER SKATES 


shiyled fri beau 


/ 
r4 
<= > 
= ———— 
> = 
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made te last A 
anneal 


MEYERCORD 
DECAL SIGNS 


Exclusive Meyercord methods make it economical to 


ing his business for display on America’s “buy” 


Meyercord's full-color Decal-Sign 
Shows where and how to 


Send for 
It's FREE 


use Dec als 


personalize Decals—providing each dealer individual 
signs with his name, street number and panels describ- 


-ways. 


Advisor’ Brochure. 


Address Dept. 39-3 


They're far more than dealer identification. They are 


full-color ads in themselves . . . constant sales remind- 


ers on store windows, doors, showcases and backbars. 


pnd Mombor Lithegrshic nko 
See MEYERCORDZ. 


World's Largest Decal Manufacturer 


occtweneee CHICAGO 44, ILL. 


They cash-in on impulse, create buying urge, follow 


through until the sale is made. Learn how Meyercord 


Decals Signs can give advertising impact to your com- 
pany name 


*, product illustration or trademark. They're 


5323 W. LAKE ST. 


specially processed for years of use—in any colors, size 


or designs. They're washable, durable, easily 


applied. 
ADVERTISE + IDENTIFY - DECORATE...WITH MEYERCORD DECALS 
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General Mills Replies 
to Atom Ring Comment 


To the Editor: Since “social re- 
sponsibility” has been a principal 
aim of this company and its ad- | 
vertising and service, we feel ob-| 
liged to reply to the Ad-libber’s 
comments of Feb. 24 on the offer | 
of a KIX Atomic “Bomb” ring. 

The ring, when offered, passed | 
our first requirement, that of be- 
ing a wholly acceptable value to} 
those to whom it was being of- | 
fered. In accordance with invari- 
able practice, this was thoroughly 
tested first. 

We then made an equally thor- 
ough study of both the scientific 
basis of the claims and the com- 
plete harmlessness of the ring 
under any and all circumstances. 


On these scores we were fully con-|of the most portentous known|to the world. However, I do not! 


| cance of this offer. 


Nagasaki. 


SP Re hae Bete Bit Ti NM Dic EM 


This duper tment is a reader’s forum. Letters are gone enn 


vinced by informed physicists, in- 


cluding the head of. the appropri- 


ate department of one of our lead- 
ing American universities. As a 


|matter of fact, the process of fis- 


sion has been proceeding unknown 
to man for millions of years and 


/one harmless form of it is repre- 


sented by a simple device known 


|in physics as the Spinthariscope, a 


modification of which is incorpor- 


,ated in the ring. 


Further consideration was then 
| given to the broad social signifi- 
Nowadays, 
psychologists favor telling children 
the truth. Children already know 
about atomic energy. Many of) 


force in the physical universe. The | 
ring, it seems to us, interests and 
informs without horrifying. We 
believe the coming generation 
must be interested and informed 
concerning atomic energy. 

One of the young members of 
our staff served six years in the 
U. S. Marine Corps, ending up 
fighting through the Pacific Islands 
to Japan as a major. After read- 
ing your article, he commented as 
follows: 

“T have read with interest the 
criticism of General Mills’ use of 


| the atomic ring as a premium, in 
|the Feb. 24 issue of ADVERTISING 
| AGE. 


As one who has been quite 


them know about Hiroshima and close to the ‘shambles of Nagaskiy,’ 


All the ring does is to iI too think that possession of the 


give them actual contact, actual | secret of atomic energy leaves the 
experience, with a harmless phase | United States a great responsibility 


THE Gour oD Rusn c OF Bro TO 
AMERICA’S MOST 
FABULOUS MARKET | ct 


ROTO RE Mi 


? 
eh 8 a meee oF 
; fan: 


LH, Pyle anak a 
8 penance gnomes 


They keep on coming to Southern California 


. people... 


got money to spend.. 


thousands of them. And they've 


. lots of it.* When nearly 


2 million people moved into this market during 


the war y 
more people came 
annual average for 
for your product! 


third largest . . 


“Per capita retail sales. So. Calif. 370% above national average. 1945. 
“Annual average population increase, So. Calif... 1940-45: 250,528; Increase 


401.000, 


ars, folks said it wouldn't last. 


But 
the 
,5.** What a market 
It’s already 


during 1945-46 than 
1940- 


the nation’s 


.and going places. 


LOS ANGELES 


‘40 a 
The Los Angeles Examiner 
grows faster than its martet 


Pores: 
aes 
wa 


1945-46: 


Represented Nationally by Hearst Advertising Service 


| believe that use of an ‘atomic ring’ 
as a premium for Kix can be 
construed as anything sacrilegious. 

“Whether the ‘Ad-libber’ real- 
| izes it or not, atomic energy is and 
should be a matter of considerable 
consequence to each and every one 
|of us in this year 1947 and for all 
time to come. 
/want to hide their 
sand and ignore the tremendous 
potentialities for both good and 
evil which are inherent in atomic 
energy. 

“It strikes me that the ‘Ad-lib- 
ber’ is a little afraid to face the 
facts. We can never again live in 
the smug little world we lived in 
prior to 1945, and the sooner 
everyone realizes this fact and 
starts to think and act accordingly, 
the sooner the peoples and the na- 
tions of the world can get together 
on a workable plan for peace.” 

One of this young man’s prin- 
cipal duties since his return from 
Japan last spring, has been the 
supervision of the distribution of 
over 500,000 United Nations post- 
ers, copy of which is enclosed. We 
also enclose a ring. 
| We repeat that we believe most 


==] | sincerely in the “social responsi- 


| bility” of business, but we also be- 
lieve in the dissemination, in in- 
teresting and sometimes dramatic 
| ways, of basic information. 
SAMUEL C. GALE, 
Vice-President in Charge of 
Advertising and Public Serv- 
ices, General Mills, Minne- 
apolis. 
[Editor’s Note: 
print Mr. Gale’s discussion. 
and the Ad-libber do not seem 


very far apart in basic thinking. | 
did not object to) 
the ring on the grounds of possible 


The Ad-libber 


he as- 
His ob- 


harmful physical effects; 
sumed there were none. 


jection was based on what seemed | 


to him the incongruity of featuring 
atomic energy as a child’s toy.] 
. S 

Reaches Farm Market, 
Too, in Building Drive 

To the Editor: On Page 67 of 
your Feb. 17 issue you had refer- 
ence to our company’s program on 
our lifetime aluminum building 
products. In addition to the pro- 
gram showing the use of our prod- 
ucts for home construction, we 
have simultaneously started a pro- 
gram of full pages in color di-| 
rected to the farm market, using | 
Country Gentleman, Successful | 
Farming and Progressive Farmer. 

I thought you might be inter- 
ested in order to have a complete 
list of publications on our building 
products program. 

Davip F. BEArD, 

Manager, Advertising & Public 

Relations, Reynolds Metals 

Company, Louisville. 


7, = F 


Registers Disagreement 
| To the Editor: Robert L. Smith, 
| who decries the “public is a jerk” 
attitude (AA, Jan. 27), is per- 
| haps one of the “super jerks” 
|self when it comes to falling for 
the red rhubarb. 
with Smith’s thinking. 
WAVERLY T. KOSBOTT, 
Dayton. 


7. © F 


AA's Audience Response 
Puts Weiss in a Dither 

To the Editor: You may 
your audience—lI’ve received ex- 
actly 31 letters to date as a result 
of the item you did on my six- 
page letters, and I’d say that more 
are on the way. [AA, Feb. 3, 
Page 4.] 

Not only is the total impressive 
but the caliber of the companies 
and executives represented is tops. 
They're all writing for a complete 
copy of the letter and the pulling 
power of ADVERTISING AGE has got 


me to the point where I need two! 


Too many people. 
heads in the| 


We are glad to | 
He | 


him- | 


I can’t go along. 


well | 
be proud of the responsiveness of | 


Advertising Age, 


March 17, 194° 
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ing Agency | 
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Kudner / 

York. 

{Editor’s } 
fers to two 
issue of AA. 
an ex-vice- 
recommende 
tive adverti: 
on a larger 
basis’; in th 
present vice- 
as saying thi 
conditions,” 
be more of 
results warr 


Calls Joh 
on Ad Cc 


To the Ed 
reading Arn¢ 


SHE WENT AA ONE BETTER—''Sports- 


vue, published by MacGregor Gold. Srigghe 
smith, Inc., recalling an Advertising Age § OUT editorié 
convention feature, dressed up Betty § ADVERTISI 
Jones in a playsuit made of white J very irritati 
broadcloth, on which had been printed J gestion. I a1 


page forms of the publication. crop of busi 


tempting to- 
out of step \v 
of business. 
Any way 3} 
line in prin 
vanced and 
reader have 


Revives Costume Idea 
To the Editor: Just to show you 
how a fellow can get ideas fron 
reading ADVERTISING AGE. 
Several years ago, at a conven- 


tion, you dressed several beautiful ; ots 
| a , of these incr 
maidens in costumes made from §. 

; b and to what 
copies of ADVERTISING AGE. You 


stood by the 


printed pictures..... But, the pub 


In an attempt to do you one 


have faced | 

better, we printed some cool white ; : 
| br adcloth directly from the page would prov 
7 these publi 


| forme of “Sportsvue,”’ and made 
la sports play suit which Pin-up 
| Girl Betty Jones modeled at a 
|recent sporting goods convention 
| ‘“Sportsvue” is published by) 
| MacGregor Goldsmith, Inc., well 
|known sports equipment manu- 


their adverti 
extent to wh 
price of thei 

There are 
who have re 
ittempt to s 
in a eycle of 


facturer, for coaches, recreation pecause they 
directors, sports writers and com-§ io do so. 
mentators. There are 

Please don’t up my subscriptionffwho have g 
price because of this. Zuys! 


G. W. YOUNG, 
“Sportsvue,” Dayton. 


If the cost 
nvade print 
is. Manufa 
‘think today 
‘inted propa: 
ng. 


| secretaries—and I don’t have oné 
not up here! 

It will interest you also to kno 
that only two of the 31 disagre¢ 
with the letter and these two a’ 
both publishers. Advertisers, 4))- 
| parently, are very much in symi- 
pathy with the general conte: 
of the letter and having read tl 
views I would say that if I we-e 


Smith Bre 
keepsie, N 
[Editor’s 1] 
his issue. ] 


Gives Su 


the owner of an advertising ! Marketin« 
dium I’d be a bit worried al To the ny 
the immediate future. “x es Bi 
| I'd like a lot to answer in (e¢- ici nae 
'tail the questions you raised site va . 
I simply can’t spare the time r ied We . 
now; you can understand wi saan cals 
But I will say this—purcha:'n a refer 


narkets for ; 
ut have on 
ecure the e 
set the nec 
S, the book | 
nonths at tl 
he bottlene 
ishing in th 
As you wi 


power of the public, in my opi! 
is lower today than it was in 
or 1940. I'll also say that the 
chasing power of the new c 
lation added by ad media in * 
cent years is lower than the 
circulation. Finally, I'll say 
by the end of 1947, the purchi 


power of all ad circulation 
0 condense 
be considerably lower tha! bout exert 
oe v *xpor 
1940. However, if I were to I 
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matic statements I’d have to write , 

another six-page letter and much 

as I’d like to reciprocate your 

courtesy in giving my letter space, 
simply haven’t the time. Will 
ou forgive me?... 

Again—my thanks and my com- 
jliments on a paper that certainly 
ias an attentive readership. 

E. B. WEIss, 

Twin Brooks Farm, Sherman, 

Conn. 
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Two Views Expressed 


on Cooperative Copy 

To the Editor: I was amused 
it the difference of opinion ex- 
pressed by a past and present 
vice-president of Grey Advertis- 
ing Agency on cooperative adver- 
tising in your Feb. 3 issue. 

J. J. COCHRAN, 

Kudner Agency, Inc., New 

York. 

{[Editor’s Note: Mr. Cochran re- 
fers to two stories in the Feb. 3 
issue of AA. In one, E. B. Weiss, 
an ex-vice-president of Grey, 
recommended: ‘Go into coopera- 
tive advertising with your trade 
on a larger and better controlled 
basis’; in the other, Joseph Lorin, 
present vice-president, was quoted 
as saying that “except under ideal 
conditions,’ co-op copy proved to 
be more of a headache than its 
results warranted. } 


7 


Calls Johnson Article 
on Ad Costs ‘Irritating’ 

To the Editor: I’ve just finished 
reading Arno Johnson’s article and | 
your editorial in the March 3 issue 
of ADVERTISING AGE and I find it 
very irritating to my mental di- 
gestion. I am quite fed up by that 
crop of business men who are at- 
tempting to justify an alibi that is 
out of step with the fundamentals 
of business. 

Any way you spread it, costs per 
line in printed media have ad- 
vanced and costs per copy to the | 
reader have increased. How many 
of these increases can be justified 
and to what extent is only under- 
stood by the individual publisher. 


But, the publishers’ advertisers too | 
have faced increased costs and it} 
would prove very interesting if | 
these publishers would survey | 
their advertisers to determine the | 
extent to which they increased the | 
price of their product. 

There are some acaichialieties | 
who have retained old prices in an | 
ittempt to stabilize their markets | 
in a cycle of price chaos. Others | 
ecause they think it good business | 
‘o do so. 

There are also some publishers | 

vho have acted similarly— | 
zuys! 

If the costs of Petrilloism must | 
nvade printed media, don’t kid | 
is. Manufacturers are having to, 
hink today as never before and | 
‘inted propaganda is very irritat- | 
ng. 


L. M. SHaw, 

Smith Brothers Inc., Pough- 

keepsie, N. Y. 

[Editor’s Note: See editorial in | 
his issue. ] 

m vvy 
zives Summary of New 
Marketing Survey 

To the Editor: I am sending 
ou a review copy of our new 
olume, “Overseas Marketing Sur- 
vey,” as I think it may interest 
you. We have been asked for 
uch a reference book on export 
narkets for a couple of years now, 
ut have only just been able to 
€cure the editorial material and 
set the necessary paper. As it 
Ss, the book has been delayed three 
nonths at the binder’s, which is 
he bottleneck in all book pub- 
ishing in this country today. 

As you will see, this is an effort 
© condense just the essential facts 
bout export markets for the spe- 
al use of the new advertiser, the 
ivertiser who is having to add 


ae Pere one fe 


to his export markets, and those 
who have to sell their goods over 
a very wide number of markets 
in small parcels. 

The “Overseas Marketing Sur- 
vey” provides detailed analyses of 
41 countries, with all the relevant 
statistics which exporters need in 
order to see where their best for- 
eign markets lie, estimate the 
business potentialities of each, and 
determine how to enter and de- 
velop each market. 

It presents this immense mass 
of data, in clear, immediately 
usable form. In an instant users 
can find the information or data 
required about any of 41 coun- 
tries: Standard of living factors; 
distribution centers; language, 
climate, currency, weights and 
measures; wage levels by indus- 
tries; overseas trade; imports; out- 
put and trade; trade agreements, 
quotas, import duties, gold hold- 


as well as the selling points, local 
trading methods, samples, trade- 
marks and so on. 

It occurs to me that such a con- 
densed summary on the primary 
facts about overseas markets may 
be of some interest to your readers. 


Ceci. CHISHOLM, 
Editorial Director, Business 
Publications Ltd., London, 
England. 

Vv » ie, 


Adds Points to Lorin’s 


Cooperative Ad Story 
To the Editor: 


ceptional interest, in a recent 


agency that employs’ thorough 
merchandising aids is often able 
to suggest effective retail selling 
copy to a department store. Good 
timing and proper selection ,of 
media can also be suggested to a 
store, if the agency is sitting right 
in the middle of the picture when 
arrangements for cooperative ad- 
vertising are being made by the 


| manufacturer and the store. 


“All sales are local,” the cam- 
paign theme of ANPA’s latest re- 
| search, has been repeatedly proved 


land applies to any retailer when 


given his choice of placing co- 


I note with ex-| operative money in either national 


or local media. Invariably, the 


issue of ADVERTISING AGE, the re- department store will choose his 


marks of Joseph Lorin, 
president of Grey 
Agency, when, 
the New York 


Advertising 


chapter of the 


vice- | local 


in speaking before | 


American Marketing Association, | 


he let go with a few blasts at co- 


ings; population analyses by zones | operative advertising. 


or states, occupations, income 


groups, etc. In addition, the mar- | 
keting technique for each of the) 
general, 


countries surveyed is described, 


Mr. Lorin states that “retail 
copy is ineffective.” That is hardly 
a statement to be made with such 
over-all emphasis. 


An | 


newspaper because of its 
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and its opportunity to 

strong, concentrated job. 
when coordinated properly, 
the manufacturer’s brand name 
can still enjoy a great deal of 
prominence. 

Mr. Lorin covered the picture of 
co-op advertising mighty thor- 
oughly, but I feel that the above 
are some important elements that 
have been overlooked. I under- 
stand that these types of mer- 
chandising aids cost an agency 
time and money and, as such, can 
be justifiably charged to the manu- 
facturer. 


flexibility 
do a 
And, 


IRA RUDIN, 
Advertising Director, U. S. 
Luggage & Leather Products 
Company, New York. 


Your advertising to a 
most profitable field through | 


the most profitable medium 
will produce the best results 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 
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LOUTH will be served. 


286,400 
of them—by the 
Detroit Times 


NO COVERAGE IS COMPLETE WITHOUT 
THE 400,000 FAMILIES REACHED BY 


Look closely, 


286,400 young men and women, 


age 


Gentlemen! Here is one of the 


15 to 24. 


most 
important segments of The Detroit Times Market — 


Tre- 


mendous c onsumers—the se 138, 693 | sons and 147,707 


die 8, 


starting ” busine “ss Careers, 
own to spend—for movies, malteds, sundaes. 
cosmetics and 
And what 
of coats. 
formals and nylons, their parents 

counted on to supply. 


magazines, 
other items typical of the group. 
allowance 
socks, 


records, 


wont buy in the line 


daughters of the 400,000 families who read the 
Detroit Times every day. 

As high school, college students and young folks 
they have money of their 


can- 
countless 

their 
shoes. 
can be 


If you have something with a YOUTH APPEAL 
—to sell in the Detroit marke t— The Detroit Times 
is the essential media for youth coverage. 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


The DETROIT TIMES 
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Permanente to Y&R 

Young & Rubicam, San Fran- 
cisco, has been appointed to handle 
the national advertising of Kaiser 
aluminum, made by Permanente 
Metals Corporation, Oakland, Cal. 


Neale Appoints Wood 

Willard S. Wood has been ap- 
pointed an account executive of 
Neale Advertising Associates, Los 
Angeles. 


THE LETTER SHOP, Inc. 


431 S. Dearborn 8t., 


Chicago 5,Illinois 


so heavily laden with political 
dynamite that it is far too soon to 
know who is likely to be hurt. 
For eight weeks the Post Office 
Department, headed by the Demo- 
cratic national chairman, tried to 
avoid responsibility for specific 


By STANLEY E. COHEN, Washington Editor 
Politics Throws Cloud Over 
Future of Postage Rates 
WASHINGTON—Congress is likely 
to approve some changes in postage 
rates this year, but the situation is 


WE INTERRUPT OUR CARTOON SERIES 
TO OFFER, SUBJECT TO PRIOR SALE: 


“Reports from the World of ports” 


wot ONE sur TWO! 
ACE SPORTSCASTERS 


6:15-6:30 P.M. Mondays thru Saturdays 


1 
pick sieBet 


ROLLIE JOHNSON 


» at HOS ae 
gat : ;' lar 
x hs est’s most popu 
at>» ghiet .din® ve of The Northwest s ‘ty for 
yor 8 Yelphi® io a We favOs ene radio all-sports ed sports 
Pr dire vege Foy sch nearly 15 yeary, Johnson 
jeu 4 “Pp eb ans tune to Ro : — 
Midw® 45 of — _ , for authentic, —* 
shoves accounts of each day's SP 
dnust® events. 


One of America’s greatest sports centers. One 
of the country’s leading retail markets. The 
Upper Midwest's top sports station. Blanket 
this rich market with this ace sports show at the 
time of day the fans demanded! 


Also available on WTICN-FM 


CALL or WIRE Us, or: 
FREE and PETERS, National Representatives. 


claims 


suggestions which would meet im- 
pending deficits. 

Finally, under orders from com- 
mittee chairman, the Department 
submitted some rather hair-rais- 
ing proposals which would wipe 
out the deficit—unless they drive 
away too much business. 

An illuminating—and very dis- 
appointing — development was the 
utter failure of the House ap- 
propriations committee to point to 
extravagances in the Department’s 
management. 

Though Republicans talk glibly | 
about the need for cutting Post 
Office operating expense by at least 
15%, the committee pared the $1,- | 
545,000,000 budget—85% of it for 
salaries—by only $14,356,000—1%. 


Storm warnings of hard selling 
ahead have been hoisted by the 
Bureau of Agricultural Economics 
and the Commerce Department. 
BAE feels the decline of purchas- 
ing power in consumer hands will 
force food prices down 15 to 20% 
by the end of the year, and in- 
dustrial activity 5 to 10% from its 
peak (with an accompanying 8 to 
12% break in income payments to 
individuals). In this month’s “‘Do- 
mestic Commerce,” the Commerce 
Department is offering pointers for 
business men who must trim 
prices and costs to meet competi- 
tion. 


Alaska has enough wood to meet 
about a quarter of the nation’s 
newsprint need in perpetuity, but) 
before business men will talk seri- 
ously of pouring $20,000,000 into 
new mills, the government must 
dispose of hundreds of ownership 
filed by native Indians 
against pulp-bearing land. Agri- 
culture and Interior Departments, 


|'which are promoting an Alaskan 
; newsprint 


industry, question le- 
gitimacy of most claims. Congress 
will be asked to set up a commis- 
sion to rush settlements. 


FCC Chairman Charles Denny 
has asked radio engineers to work 


lon new ways of eliminating radio 


“interference.” With the “spec- 
trum” already crowded, “radio 
heating” is mushrooming into an| 
industry rivaling the total invest- | 
ment in radio communications. | 
Thousands of new transmitters | 


have been sold for such purposes | 


F , } 
as welding metals, molding plas- | 


tics, curing tobacco and grilling 


frankfurters. 


CIO burst into print with an 
illustrated article purporting to} 
show how a $236,000-a-year man 
uses permissable deductions to cut 
his tax rate to 17%. Other CIO 
material, in comic-book format, | 
argues that $5,000 - a - year - and - 
under brackets pay too high a pro- 
portion of taxes. Asking a $2,000 
exemption for married couples and 
rollback of the 19% first bracket 
rate toward the prewar 4%, CIO 
says $5,000-and-under paid 50% 
of all personal income taxes in 
1942: only 10% in 1939. 


Electrical contractors fear 1947's 
$20 billion construction boom will 
never pass the blueprint stage un- 
less materials producers drop the 
emergency “escalator” clause con- 
tracts adopted during the war. 
They report “heavy cancellations” 
in recent weeks, with projects “of 


vital importance” to the Ameri- 
can industrial plant and the na- 
tion’s health and educational fa- 
cilities “gathering dust.” Fixed 
prices and fixed delivery schedules 


would enable contractors to hold 


down costs, they say. 


Complaints are heard that auto 
makers will fall 1,000,000 cars 
short of their 4,000,000-car goal for 
lack of steel. Auto people claim 
they are getting only 74% of their 
“fair share” in view of expanded 
output. Though they are steel’s 
best customer, they feel they are 
being “punished” for being ‘‘tough 
buyers” in the past. More steel is 
going to jobbers, and auto people 
say a sizeable ‘‘grey market” ex- 
ists. 


American Retail Federation is 


| pressing for federal legislation to 


stop the sale of inflammable fab- 
rics in wearing apparel. “‘They 
look like other goods which are 
not dangerous,’ the association 
told the House interstate commerce 
committee. “Neither our 500,000 


|members nor their customers can 


distinguish them from harmless 
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fabrics which they resemble.” 


Final figures for the 1945 Cen 
of Agriculture (tracing sharp 
crease in use of farm machin 
since 1940; a drop from 30.5 to 24 
million in farm population; a_ e- 
duction in the number of fa 
and increase in acreage) are av: j|- 
able in Series Agr-45-US 1-2 | 
leased by the Census Bureau 
week. Details, by counties, 
available for more than half >}; 
states, and will be available for ,|| 
states by about May 1. 


Three Appoint Ad Fried 


Reimer Mfg. Company, Berkelvy, 
Cal.; National Invention Servic« 
Oakland, and McDaniel’s Sale 
Agency, Oakland, have named Aq 
Fried Agency, Oakland, to direct 
their advertising. 


Toland Joins George 
Jerry Toland has joined Ernest} 

N. George Company, Los Angele: 

agency, as account executive. 


The Corporate Name of 


McJUNKIN ADVERTISING COMPANY 


(Founded 1905) 


has been changed to 


Gordon Best Company, INc. 
Advertising 


No changes have taken place 
in the structure or operation of 


this company 


228 North La Salle Street, Chicago 
ST Ate 5060 


FOR 
THE FINEST POSSIBLE 
REPRODUCTION 
ON YOUR 24 SHEET POSTERS 
BY SILK SCREEN 
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COLOR REPRODUCTION CORP. 


MILWAUKEE 


-KSON STREET 
i te 
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First things come first! Lee Renews Pearson 


for Record 104 Weeks 


i Frank H. Lee Company, Dan- 
LI a Th Ri bury hat manufacturer, has re- 
4 eres » a newed the Sunday evening 6-6:15 
i] ] i p.m., EST., Drew Pearson news 
j 2 broadcasts on 219 ABC stations for : : 
for Foxy ce 104 weeks, probably a record re- People in the South Bend market are continual- 
l t . ‘ 7coDT ‘ 
“Sines rk William H. ly reminded that WSBT brings them the top 
Weintraub & Co., New York, the 
broadcast has been sponsored by 
Lee since Dec. 2, 1945, when Seru- program or a series, one listening period or 
tan Company dropped it. 
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em 


Program Promotion! 


BUS CARDS 
DEALER LETTERS 
DIRECT MAIL 

NEWS STORIES ram 
NEWSPAPER ADS om. ae 
PROGRAM LISTINGS | 
PROGRAM spots |f 
TUDIO DISPLAYS (yt 
THEATER TRAILER 


radio shows. Whatever WSBT promotes — one 


an entire day — it does so consistently and ef- 
Plugs Starch in Ontario 

| Industrial Grain Products Ltd., ' 4 : ; 
London, Ont., is promoting its Gel- vertisers a decided advantage in this area. 


ESTIMATES ON SERVICE FREE-USE OUR BUDGET PLAN! | Well Wheat starch for use in cus- 
SEE YOUR FORD DEALER | tards, puddings, etc., for the first 


time in Ontario dailies. Ardiel 


AT THE TOP—Southeastern Ford deal- | Advertising Agency, Toronto, is y ¥ 960 
ers chose this as the best Ford ad of | the agency. ~*~ KILOCYCLES 
the month, to run as part of their serv- | ed 


ice series in all dailies and weeklies in “Better Homes’ Ups Two COLUMBIA 


fectively. Promotion like this gives WSBT ad- 


; NETWORK 
the territory, ——.” Atlante office | William McGrew, subscription -s 0 J T H B i N i] a 
manager, has been named circu- . ’ : 
| lation manager of Better Homes & 
Ford Dealers | Gardens, Des Moines. Wayne Mil- \ 
: zs ‘ler will succeed Mr. McGrew as PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
Stress Service _subscription manager. 


in New Ad Series 


dropping past standards in its | ( i, 


Detroit—Ford Motor Company, 
postwar treatment of the theme, is 
said to be ‘“‘way out front” in car 


Ta ttane «| | Growth bey ond expectations cee 


ecutives call the “lighter, more 
humane touch,” similar to that em- 


ployed in its regular selling copy, r _ 99 
the service advertisements are be- | 
ing furnished to dealers through- i e? Le Cav ed On e 


out the country. They are ob- 
viously aimed at helping dealers 
recover service business lost to 
other shops during the war, and to 
boost this volume in future 
months. 

Dealer associations, trade pub- 
lications and factories have been 
urging dealers to increase their 
service business as an income prop 
when the buyer’s market returns. 
The Ford program is additionally 
important in combatting the loss 
of service to competitors. 

While definite figures are not 
ivailable, dealers in all makes are | 
iware that small filling stations, | 
uper - service units and alley| 
arages have cut deeply into the | 


Bernard Pincus, President 
Charles A. Kaufman Co., Lid. 


New Or} eans Item 


anal 


epair and replacement volume of | * 
stablished deslershipe. | Neighborhood trade neighborhood « 
“The comparatively small cued rounded depart 
f a lubrication job can influence | bd the e ment stor 
car owner to drive into a dealer- | jumped to ar are city, si Serving 
ship for the first time,” said a Ford e . 
~~ fpokesman, “and if he leaves as a| city-wide volume 
satisfied customer, the chances are | 
fhat he will come back for bigger pee 
bs.” ing 
All the dealer ad releases are a 
based on the repeated theme: | 7_ ¢ : : 
There’s no place like home for Kaufman 5 jumped their 
Ford service. .. Your Ford dealer | , W : 
| . T e 1 4 
nows your Ford best!” Copy linagve in the ITEM fro m i SMitting efforts — your un- a 
esses Ford-trained mechanics, | a) nteresting, well py et & more 
‘tory - approved methods, spe- . ° “styled Paper 
lized equipment and genuine 73,000 lines In 1945 Cordially oe 
rd parts. yours, 
J. Walter Thompson Company is to 


e Ford agency. 


MANY bnues, FOODS, 


re OVERLOOKING A MARKET | r- 
hat’s as wide and broad as NEW OR LEANS 


the United States itself. 


AS. A. NEMA CO>5 LIMITED 
é - 
Bernarg Pincus, Pr 


€Sident 


176,000 lines in 1946 


osmetics, drugs, foods, drinks,— 
verything from automobiles to * ¥ 
thers are purchased at the rate » our New 
f seven billion dollars a year by 
ils very active home market. It’s 
isy to overlook because we're all . 
) close to it. But it’s easy to reach, Selling Foree 
0. You reach the big American 
egro — arenes ana 
ipers to which the Negro looks y = 

rr guidance. The good will, con- in New Orleans 
dence, and regular patronage of 
ie Negro can be won and held by 
ivertising in the Negro papers. 


You owe it to your business to Ralph Nicholson, President and Publisher 
‘t the facts about the success 

ories built upon reaching this READER ACCEPTANCE: Largest Evening Circulation in Louisiana 

reat and growing market through (92% concentrated in the New Orleans market —- growing steadily) 


ivertising. Write to Interstate ‘ i ied i 

nited Newspapers, Inc., 545 Fifth ADVERTISING ACCEPTANCE: Nearly 12,000,000 lines carried in 1946 

enue, N : ts. . . oi hl ,ITC , , rr . ' . ; . [or TAT La 
e, New York. Get’ the facts SAWYER-FERGUSON-WALKER CO., NATIONAL REPRESENTATIVES 
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WOMAN’S HOME COMPANION ... Latest Audited Circulation: 1946, Monthly Average First Six Months, 3,690,880 
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HOTOGRAPHIC REVIEW OF THE WEEK 


make good husband. Got Shel! Credit Card 


° 
1 
> 


EVADA '‘HIT'—Not only the palefaces but Nevada's Indians are getting a 

ick out of the Shell Oil Co. poster shown here. Also in the picture are Jess 

eywood, Heywood Co., Reno outdoor advertising firm; Alex Schafer, Reno 

anager for Shell Oil, and Chief Mucca and his family. The chief, of course, 
is accepting a credit card. 


ET WILLKIE AWARD—President Truman presents to Charles Browning (left), 
ational representative, Chicago Defender, and H. Leslie Atlass, CBS central 
livision vice-president, a special Wendell L. Willkie Journalism Award citation 
or the race relations program, "Democracy, U. S. A.," presented cooperatively 


by the Defender and WBBM, Chicago. 


Now! For All Your Baking—An All-Purpose Flour 
BLENDED AS CAREFULLY AS THE FINEST CAKE FLOUR 


Womdertul White 
Breed, Marvelous 
Ary Guaranteed 


the Mightest, 
he tenkernet fie hnert pastry 


\DS NEW SERIES—International Milling Co., Minneapolis, starts a new series 
Robin Hood flour with this color ad appearing in the March 16 Metropolitan 
4p Gravure. H. W. Kastor & Sons Advertising Co., Chicago, is the agency. 


complaming thas gi! the passengers 


get the best service” omse coe rece 


OVIe THT ATLARTN AMD ACEDSE TE WORD 


spetonie® > i 
seit. 
weal, ty Se ¢ sat BRITISH weresins manars trerteanse 


HISTORY—This new campaign for 

British Overseas Airways Corp. will start 

in late March in magazines and avia- 

tion business papers. Historical char- 

acters get light treatment, push British 

tourist spots. Cecil & Presbrey, New 
York, has the account. 


BACK AGAIN—Eastman Kodak Co.'s 
"Summer Girl,"' 62 inches high and re- 
produced in full color, will appear in 
dealers’ stores this year for the first 
time since 1942. In addition to the life- 
size cutout, Eastman is supplying its 
dealers with two other displays, window 
streamers and awning banners on a 
prewar scale. 


‘ es eee Poser: gees % 


—_— : . 
Che of the Srewsuees oS ale time 


Fraser River and the ahi Trail, Brith Cofumbda. Gateway through which stage coach 
caravans once rolled laden with gold fram the Caribow country, This Lumens canyon 
ie ome of nature's tremenres af afl time in the Dorsinion of Canada, heme of 


HARWOOD’S BLENDED CANAIMAN WHISKY, 


IMPORTED 


@z 


Soarwoutls 
4 
“ndeel Ccarecrdlean Whey 
, Winches mek Past 
econ Marae lr js 
_“womcen Beatiah Kaba 
fanadi 


HA OS»: Vonadod | 
BLENDED CANADIAN WHISKY 


SOLE UNITED STATES PORTERS, @. Cc. WHIIAWS & CO, INC... MEW YORE, KH, ¥. «© 6 4 PROOF 


CANADIAN TREASURES—Backgrounds for a new magazine series for Har- 

wood's Canadian whisky, appearing over the signature of R. C. Williams, 

New York, the U. S. importer, illustrate various scenic treasures of the dominion. 

This ad is scheduled for Collier's, Fortune, Harper's Magazine, Liberty, News- 

week and Town & Country. Theodore A. Newhoff Advertising Agency, Baltimore, 
handles the account. 


TO MAKE DEBUT IN APRIL—Alfred L. McKelvy Co., maker of Seaforth 

toiletries for men, will introduce these two new items next month, with con- 

sumer ads scheduled for Life, Newsweek and Time in May. The deodorant is 

packaged in the familiar stoneware jug, and Trio," ‘Foursome’ and Set G., 

combinations of shave cream, lotion, talc and cologne, are packed in a new 
brown and white hound's tooth check box. 


CALIFORNIA TAKES OVER—Walter O'Keefe (second from left) talks climate, maybe, on his arrival in Chicago to substi- 
tute for vacationing Breakfast Clubber Don McNeill. Left to right are Hal Rorke, radio manager of J. Walter Thompson Co. 


David McGuckin, merchandising manager of the refrigerator division, Philco Corp.; Harold Stokes, program manager of 


ABC's central division; Kenneth Craig, radio director, McCann-Erickson, and William Fisher, radio director of Swift & Co 
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Names Mack Jr. 


Harold D. Mack Jr., formerly 
sales engineer of the Eagle-Picher 
Company, has joined Progressive 


Architecture as district manager 
for New York state and New 
England. 


Opens L. A. Office 


Koehl, Landis & Landan, Inc., 
New York and Cleveland agency, 
has opened a West Coast office at 
215 W. 7th St., Los Angeles, under 
the direction of Charles K. Swaf- 
ford. 


“ONE THOUSAND Coon Day" 


Every single day of the week, one thousand guys 
walk into clubhouses all over the United States 
and join the FraternalsOrder of Eagles. These fig- 
ures are authentic and are not just some numbers 
we had left over from last year's bowling season. 


At the present time there are 1,250,000 
75% of them 


industrial workers of the upper 
strata, the majority skilled workers. The industrial 
worker is nine times out of ten a better cash cus- 
tomer than his white collar brother, and eager to 
buy your products if you just tell him about them. 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 


Eagles, 


ioe | Radiator 


Ma gazine 


704 WARNER BUILDING - 


MILWAUKEE 3, WIS. 


Raider Joins Epstein 


Alvin Raider, formerly sales 
representative of Station WQQW, | 
Washington, and assistant adver- 
tising manager of the Daily, Ar- 


lington, Va., has joined Alvin 
Epstein Advertising Agency, 
Washington, as account executive. 


Greyvan Lines Appoints 
| Greyvan Lines, Inc., 
pointed the Chicago office of Beau- | 
mont & Hohman to direct adver-_| 
| tismg of its national long- distance | 
moving facilities and, in cities 
| where warehouses are operated, 
_advertising of local moving and | 
furniture storage services. 


‘Rademacher to Young | 
Theodore C. Rademacher, for- | 

'merly assistant merchandising | 

| manager of Massey-Harris Com- 

| pany, Racine, Wis., has been ap- 

| pointed advertising and sales pro- 

motion manager of Young 

| Company, Racine. 

| 

. . . . 

Erie Dispatch’ Appoints 
Reynolds-Fitzgerald, Inc., has 

been appointed national represen- 

tative of the Dispatch, Erie, Pa. 


like without resorting to mindreading, secret 


interpretations, crystal balls or great stretches of the 


imagination, 


5 2 can now buy photo offset printing 


and know in advance what it is going to look 


/ I ¢ Mak 


Veritone is designed for those who need fine offset printing in small and 


medium runs... 


photographs and art work . . 


to color...in short, 


. that holds fine detail... 


that sings. 


offset that brings out the beauty and sparkle of the original 


that is true 


ut you don’t have to take our word for it. Your job will be proofed in full color 


on precision proofing equipment before it is printed so that you can see 


exactly what the finished piece will look like. 


Let us tell you more about 


THE VERITONE COM P 


formerly C. M. & H. 


FINE OFFSET 


A 
i 
ail 
<= 


Veritone. 


AN Y 


Offset Printing Co. 


LITHOGRAPHY 


GRAND AVI CHICAGO to 


PHONE 


WHITEHALL 


5957 


has ap-| 
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in charge of radio and a member of the pla is 
New York, who celebrated his 1( (| 


Tom Lewis, v.p. 
board of Young & Rubicam, 
anniversary with the agency Feb. 22, has been honored by Mat! e 


& Crowther Advertising Agency, London. He was the London oi t- 
fit’s choice for radio director of its “All-American Advertising 
Agency.” .. 

On behalf of Station KROW, Oakland-San Francisco, Wilt Gun- 
zendorfer, gen’l mgr., received a certificate of achievement fron 
the U. S. Navy Bureau of Naval Personnel in recognition of ‘“out- 
standing services to naval personnel during World War II.” 

Frederic A. Schneller, v.p. of Cramer-Krasselt, Milwaukee, has 
been appointed a member of the nat’l speakers’ committee of the 
Advertising Federation of America... R. H. Crum, of the adver- 


tising and sales dept. of Standard Oil of N. J., and Curt Peterson, 


sett. aster simn tie Ll 


AUDITS ALLIGATORS—Ben Duffy, president of BBDO, New York, checks up on 

the St. Augustine Alligator Farm's claim of “over 6,000 live alligators.’ Mr. 

Duffy, a director of the Audit Bureau of Circulations, was one of the attendants 
at the ABC directors’ meeting held Feb. 22-24 in St. Augustine. 


radio dir. of Marschalk & Pratt, New York, were in Shreveport, La., 
a couple of weeks ago, attending Station KWKH’s anniversary 
luncheon celebrating the first year of “Your Esso Reporter” on the 
Shreveport station... 

I. E. Showerman, gen’l mgr. of the NBC central division, accepted, 
on behalf of the network, a certificate of achievement for outstand- 
ing wartime service to naval personnel, in a ceremony at the naval 
air station, Glenview, Ill. During the ceremonies, Jules Herbuveaux, 
central div. program mgr., was given a certificate of appreciation 


for the part he played in presenting broadcasts from the air sta- 
Om. «.. 

Irvin Myerson, pres. of the Chicago agency bearing his name, is 
recovering at Henrotin Hospital from a skull fracture suffered in 


TAKEN BY STORM—G. T. C. Frv, eastern sales manaaer for the Americ: 

Broadcasting Co.; Angus Mcintosh, radio director of Ward Wheelock C 

Paul Richardson, vice-president of Young & Rubicam, and Carlos Franco, ra: ic 

manager for Y&R, chat with screen actress Gail Storm at a cocktail pe ty 

given by Macfadden Publications to celebrate their new daytime radio sh » 
"Hollywood Tour." 


the -Wells St. explosion March 3. Just returned from a trip, \ 
Myerson had stopped in at his office, which is directly opposite a 1¢ 
which was wrecked by the blast. . . 

Fred A. Sullivan, public relations dir. of WLAW, Lawrence, Ma 
has been appointed by Mayor James P. Meehan to direct the ra 
and press program in connection with the observance of the cll 
centennial, which will be celebrated the week of April 13... Fra 
Logan, ad director of the Bulletin, Bend, Ore., heads the tou 
committee for the central Oregon Chamber of Commerce... . 

Ed Rice, writer in the television dept. of J. Walter Thomps 
New York, discussed the problems of writing a commercial té 
vision program at the Television Workshop, New York, March 7 

William C. Speed, pres. of Audio Devices, New York, sailed 
Europe on the Queen Elizabeth to talk over market conditions ¢ 
advancements in sound recording with companies in England 
France. .. Back from a flying trip to South America is Col. R. i 
Hobbs, mgr. of the Chicago office of Irwin Vladimir & Co. A rep ™ 
of his observations has been put into interesting shape, with an 
of his flight on its cover... 
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Ayer Executive 
Tells Data Needed 
bn Newspapers 


New YorK—A suggested outline 
‘Ya newspaper data book, de- 
eloped by N. W. Ayer & Son in 
esponse to inquiries by publish- 
rs and representatives on the 
ewspaper data which this agency 
‘anted, was presented last week 
y L. D. Farnath, Ayer’s media 
irector, Philadelphia, before the 
lew York chapter of American 
ssociation of Newspaper Repre- 
entatives. 

Listing 17 major points, with 
umerous subheads, Mr. Farnath 
xplained that this outline “leaves 
othing to guesswork. Any pub- 
sher who takes this project 
sriously . . . will find the result 
irtually an encyclopaedia of in- 
mation about his publication 
1d what it has to offer adver- 
sers. It will also serve as a 
iluable sales-kit.” 

To keep the information up to 


te, he suggested that the book | 


prepared on 82x11 sheets, 


ose-leaf form. 
The 17 major points are history 
the newspaper, including 
anges of ownership; present 
anagement, including owners, 
iblisher, editor and business ex- 
utives; editorial formulae, in 
bnsiderable detail on _ policies, 
atures, etc.; circulation, with de- 
iled breakdowns; type and char- 
ter of readers, by sex, income, 
e, occupation, etc.; circulation 
iplication with competitive 
-wspapers; subscription rates; 
t press runs for each edition by 
ty and trading zones and “all 
hers”; predate policies; 
Also mechanical requirements, 
cluding color availability; poli- 
es on position, including pre- 
ium positions; 1946 linage vol- 
me by all major. classifications, 
ith lists of exclusive advertisers, 
lvertising success stories, etc.; 
ivertising rates, including na- 
mal and retail policies; mer- 
andising and promotion services 
ailable for advertisers; special 
ues or editions; association or 


YE*CATCHERS 


DR MEN ONLY! 
\DVERTISING MAN! I’m an 
itcher — every ady. man should 
EYE’ CATCHERS on his desk! 
idea, don’t you think? 

can take it from me, you must 
their eye before you can make 


p buy!! EYE’ CATCHERS is 


in advertising photos 


“% want to illustrate all your ads 
p readers QUICKLY 


you need inspiration for nimble 


you are spendthrift enough to 
t $7.50 per month in an EYE’ 
CHER membership that will 
you to profitably cash in on a 
ction of some 10,000 outstand- 
bales promotion photos 


V take a few seconds to write 
r letterhead for FREE SAM- 
Froof Books and see for your- 


CATCHERS, Ine. {9 ©: 38th Street | 


New York 
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group memberships, and market; York office of D’Arcy Advertising | classified and amusement adver- | tions as was reported in AA March 
data under 10 different subheads. | Company, in charge of Coca-Cola’s|tising for its Saturday, Feb. 15,|/3. The fact that the paper was 


“Spotlight Band” radio shows and| issue. This curtailment affected | not published on Washington’s 
prior to that with Mutual andjonly that issue (until further | birthday was according to custom 


Mudge Heads N. Y. ABC. In the ’30s, he served in the} notice) and not all Saturday edi-} and not a first-time occurrence. 


. Chicago office of Conde Nast and 
Ewell & Thurber Office | Photopiay. 


Ewell & Thurber Associates, aaa 
with offices in Chicago, Toledo and : . 
Hollywood, last week opened of- New Philco Radios Out 
fices in the Em-| Philco Corporation, Philadel- | 
pire State build-|Phia, has begun shipments of 
ing, New York,| three new radio receivers. A 
and named Steve | radio-phonograph with FM recep- 
™ Mudge as man-|tion (Model 1227) sells for $239.50; | 
ra ager. Mr. Mudge, | another combination (Model | 

active in Chicago | 1230), with FM and the “Philco 


¥ and New York/|Dynamic Reproducer for broad- 
‘ advertising cir-|cast studio performance in the 
cles for the past | home,” sells for $269.50, and a 
be 20 years, will be | five-tube table radio (Model 204) 
* in charge of east- | With leather-grained “wood plas- 
2 ern field work) tic”’ cabinet, retails at $34.95. 
Steve Mudge al pgp i 

an eep dis-| . 
tributors and will represent the | Carries Fewer Ads 
agency in contacts with eastern Because of the acute newsprint 
accounts. shortage, the Hampshire Gazette, 


He was formerly with the New Northampton, Mass., accepted only 


| COLUMBUS TIME 
IS BULOVA WATCH TIME 


Central Ohio folks have been setting 
their watches -by Bulova Watch time 
for eleven years . . . and each year 
has shown a Bulova Watch sales gain. 


ASK JOHN BLAIR 
In Columbus, Ohio It's 


wy NQUNNOLAANL LOATH 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


only 
one 
great 
national 


gives 
readers 


Ce 


| 
| 
| 
| 
| 


@ MS a complete picture magazine @ 


pus. @ a book condensation in every issue @ 


That’s why the Cincinnati Enquirer 
called the new, bigger, triple-threat 
Liberty “the most information and pleas- 
ure you can buy for 10¢ today”. It’s why 
the first three issues were a sellout... 
with a newsstand rise of 60%. It’s why, 
both for readers and for advertisers... 


ta /047« Bait Buy MW, 
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La Cross Appoints Two 


Ruby Gould, formerly assistant 
sales manager of La Cross prod- 
ucts of Schnefel Bros. Corporation, 
Newark, has been appointed di- 
rector of retail sales personnel. 
June Lindow, formerly cosmetic 
buyer at La Salle & Koch, Toledo, 
has been named general assistant 
to the vice-president in charge of 
sales and advertising. 


Weiss Slugs Away 
at High Ad Costs 
in Second Letter 


|now,” (3) 


MORE THAN 


400,000 DAILY 


MINNEAPOLIS 


TRIBUNE 


MORNING AND SUNDAY 


Cm rpercurreartiiel 


500,000 SUNDAY 


Offers to Publish 
Bulletin Describing 
How Admen Cut Costs 


New YorK—E. B. Weiss, cru- 
'|sading dairy farmer and advertis- 
ing consultant whose six-page let- 
ter to 300 advertisers on the sub- 
‘| ject of advertising costs created 
a sensation (AA, Feb. 3), is at it 
again. 
This time ex-agencyman Weiss 
}| has contented himself with a five- 
page, single-spaced opus in which 
he (1) “still insists that major 
media are pricing advertising out 
Hiip| of the market,” and asserts that 
' (2) ‘“we’re in a recession right 


pox 


for 


ult Har 


Getting your full share of business in the three 
billion dollar outdoor market depends on selling the 
nation’s spending sportsmen — the kind of sportsmen 
who vote Outdoors their favorite magazine. 


Each month Outdoors treats its 300,000 (ABC) 
circulation to the cream of articles and stories written 
by the country’s foremost outdoor authorities . . . to 
up-to-the-second news and features about fishing, 
hunting, camping, boating . . . to a sparkling edi- 
torial fare that makes for loyal readership and 
powerful reader reaction. 


And each month Outdoors presents to 600,000 eyes 
the advertisements of America’s top-flight companies 

. advertisements of quality merchandise directed 
to the quality sportsman’s market. 


Dutdoors , 


“all these bullish sta- 
tistics are just plain bull,” and 
(4) he is “perfectly willing to 
publish, at my expense, a bulletin 
detailing exactly what you adver- 
tisers are doing, or plan to do, to 
cut your advertising costs.” 

Pleading for specific data, Mr. 
Weiss says: 

“T’d really like to get up, for 
you advertisers, a report under 
some such title as ‘27 Ways to 
Cut Your 1947 Advertising Costs 
15%.’ I have a slick start already 
in about a half dozen of the let- 
ters I received. Give me every 
way you’ve developed, tell me 
whether or not I am to use your 
name—and I’ll write the bulletin. 
Tll write it on my own, publish it 
on my own, make it available to 
you for free—and then Ill allow 
others to carry on this battle.” 


Sees Some Timidity 


Slugging with both hands, Mr. 
Weiss asserts that “dominant na- 
tional advertising media are even 
now becoming a bit timid” about 
rates, and says in particular that 
the radio networks would like to 
increase rates but are extremely 
hesitant to do so in the face of 
general conditions; that “one of 
the large national magazines” had 
planned a rate increase but is 
holding off because its circulation 
has definitely begun to level off, 
and that “national advertising 
media have the notion that selling 
price in a buyers’ market is de- 


| termined by cost” rather than by 
| demand. 

Among those who get a special 
kicking around from Mr. Weiss, 
‘because of some statement at- 
itributed to them, are Fred 
| Thrower, vice-president, American 
Broadcasting Company; Donald 
| Shook, assistant general manager 
bev Look; Frank Braucher, presi- 
|dent of the Magazine Advertising 
|Bureau; an unidentified econo- 
| mist on the staff of The American 
| Weekly; and ApDVERTISING AGE and 
|/Arno Johnson, vice-president of 
|J. Walter Thompson Company, 
|for the study of advertising costs 
| appearing in AA March 3. On the 
| other hand, Retailing and Wall 
Street Journal are patted on the 
|back for “courageously reporting 
| the news as they find it.” 

“Yes,” thunders Mr. Weiss, 
| “we’re in a recession right now. 
'And it’s getting worse. In fact, 
it will get a whole lot worse be- 
fore it even stabilizes. But the 
|dominant national media continue 
| to live in a dream world of post- 
war prosperity everlasting! 

“Recently, I saw a confidential 
report ... by one of the book 
clubs,” reporting advertising in- 
quiries at the lowest point in 
‘years, and adding: “ ‘Our expe- 
'rience is that a drop in book club 
inquiries usually precedes a drop 
in business by six months.’ If 
_book club inquiries are dropping, 
|/can magazine and newspaper sales 
be far behind?” 


Organize New PR Firm 
for Financial Accounts 


Pursell, O’Connell & Pierson, 
public relations counsel special- 
izing in financial accounts, has 
opened offices at 105 W. Monroe 
St., Chicago. Mr. Pursell, a for- 
mer Chicago newspaper man and 
a Navy public relations officer dur- 
ing the war, was previously with 
the public relations division of 
War Assets Administration. Mr. 
O’Connell, former insurance editor 
of the Chicago Daily News, was 
also associated with War Assets 
public relations. 

Mr. Pierson, a 


former copy- 
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|Ads Salute Crops 


Oregon State Grange, Portla 
is running ads in 64 Oregon new 
papers during March as a salute 
the annual $46,000,000 fruit, , 
and berry crop in Oregon. Sin 
& Smith Advertising Agency, P 
land, is the agency. 


H Trim 
520,000, 
xplains 


To Rupert, Graybill 
Rupert, Graybill 


VETERAN—S. D. (Stu) Lyons, left, 25- bat artist with the Navy, 


year ad veteran of Swift & Co., Chi- 


& Breeg§ 
Sunbury, Pa., has been appoini 
to handle the advertising and sj 
promotion of the Lewisburg Cly 
& Furniture Company, Lewisby 
Pa. J. Ray Yocum, formerly cy 


joined the agency as art directo: 


cago, is shown receiving the American 


Meat Institute's 25-year pin from 
Vernon Beatty, Swift's advertising man- | MANE RE TK, 
ager. 


Appoints Stronsky 


pointed art director of the en 
office of Campbell-Mithun. 


John Stronsky has been ap- 
St. Joseph Onzette 


ST. JOSEPH NEWS-PRES: 
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writer, has resigned from the in- 
vestment department of Hé arris | 
Trust & Savings Bank, Chicago, to | 
join the company. 


Bryan Joins Whitbey 

Adrian Bryan, formerly with 
Lester Harrison, Inc., New York, 
has joined Whitbey Associates 
Advertising, New York, as copy 
chief. 


Superb Artcopy 
from Kodachrome! 


Again and again our customers tell us that ours are the osly 
Kodachrome prints that consistently possess those qualities needed 
im artcopy for fine printing plates. 


Our many repeat orders tell us, more forcibly than words, that 
these users of color have found it better to work from our Chromart 
Prints than from Kodachrome transparencies. Our clients are 
major agencies, national advertisers, engravers and litho houses 
from coast-to-coast! 


Custom-fabricated to the size needed to fit your artwork, Chromarts 
make a dramatic presentation. Being on paper, they can be re 
touched as desired. Best of all, platemakers obtain optimum repro- 
duction from fine “flat copy.” 


Chromarts, sir, are backed by 8 years of making color prints that 
are right for platemaking. Priced from $48 to $115. Write! 


Frank Miller Laboratories 


FORMERLY PHOTOCHROMI 
846 N. Fairfax, Hollywood 46 
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to the mn 
N th DEGREE!’ 


We can’t honestly say just how small is the 
“Nth Degree” but we do know it is a mighty 
small detail. Consequently, we endeavor to 


make our mats faithful to the “Nth Degree”! 


so dig * Call Progressive now and have our 
e man explain ous,""Nth Degree” mats to you! 
e 
» 
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S17 SOUTH JEFFERSON STREET, CHICAGO: 7, ILLINOIS 
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HH Trims Prices 


520,000,000; Ad 
xplains Policy 


(Continued from Page 1) 


will run this week in newspapers 
bf 170 cities where International 
larvester has company-owned 


@ranches and sub-branches, and 


~~ 


1 more than a score of cities 
‘here it operates plants. 

The same message also will ap- 
bear in 4,000 country weeklies, 
hrough McCann-Erickson, Inc., 
nd in a list of magazines now 
being determined. Use of farm 
nd business papers will be de- 
ided later. IH expects in about 
month to follow up the initial 
d with copy quoting some of the 
ctual price reductions, in state 
nd sectional farm papers and 
ade publications in the indus- 
ial power, motor truck and farm 
hachine fields. 


Individual Cuts Will Vary 


The price cuts will be made on 
ractor, farm machine, motor 
ruck and industrial power prod- 
cts. “Since we lose money on a 
bw of our products, and barely 
reak even on some others, these 
ductions will not apply to our 
itire line,” the ad explains. “Re- 


uctions will be made individually | 


1 products. Some will be cut 
hore than others. Exact details 
vill be announced as soon as pos- 
ble.” 

This ability to maintain a lower 
rice level, said Mr. McCormick, 
t based on three major factors: 
1) steady or lower prices on ma- 
— purchased from others; (2) 
asonable settlement of present 
yage negotiations with union 
kbor; and (3) avoidance of strikes 
r work stoppages. 

“Our employes have had sub- 
antial increases in pay, and wage 
lestions are currently being dis- 
issed with many of the unions 
ith which we deal,” the IH ad 
‘plains. “Stockholders have re- 
intly had an increase in dividend 
te. Having considered the inter- 


r the benefit of the third group 
ur customers. 


Promises ‘Equal Justice’ 


“Business, to our way of think- 
g, has a social as well as an 
nomic responsibility. This com- 
ny has long followed the policy 
operating in the interests of 
‘ee groups—its customers, its 
tployes and its stockholders. The 
ity of management is to see that 


jal justice is done as between | 


500,000. 


STOCK PHOTOS 


_ WRITE FOR INFORMATION 


AUFMANN & FABRY CO. 


a WABASH AVENI 


; the three groups. This price re- 
|duction program is another dem- 
_onstration of our policy in action.” 
| While admitting that all busi- 
|mess cannot reduce prices now, 
|\IH makes the most of its slash 
with a box listing these average 
price increases since 1941: all 
manufactured products 63.7%; 
|metals and metal products 41.2%; 
IH Motor Trucks 35%; IH indus- 
trial power products 34%, and IH 
farm machines 25%. It estimates 
the cuts will save users of its 
products $20,000,000 a year. 

Little comment on the surprise 
move was forthcoming from IH 
competitors in the farm implement 
field. Some officials expressed the 
view it would be wiser to wait and 
see the actual percentages of re- 
ductions in various lines and 
models, before considering simi- 
lar action. None would forecast a 
general price cut in the industry, 
though admitting that some 
changes might be made on com- 
petitive lines. 

Oliver Corporation, Chicago, 
pointed out that while Interna- 


tional Harvester and most other 
farm equipment manufacturers 
have upped prices since OPA con- 
trols ended in 1946, it had put 
through no increases. A. King 
McCord, executive vice-president, 
said industry-wide price adjust- 
ments are likely to be minor until 
there is some change in the heavy 
demand for products and in the 
current cost of labor and supplies. 


Four Name Brisacher 


Brisacher, Van Norden & Staff, 
San Francisco, has been named to 
direct the advertising of Briar- 
wood Pipe Corporation, Palo Alto; 
Richmond - Chase Company, San 
Jose fruit packer; Benner-Naw- 
man, Inc., Oakland food machin- 
ery and sheet metal manufacturer, 
and F. Lagomarsino & Sons, Sacra- 
mento, seed grower and distribu- 
tor. 


To Michel-Cather 


Sperry Products, Hoboken, N. J., 
has appointed Michel-Cather, Inc., 
New York, to handle the advertis- 
ing of its hydraulic remote control 
and Supersonic Reflectoscope. 


Hill & Knowlton, 
PR Firm, Enters 
Ad Agency Field 


(Continued from Page 1) 


Railroad, National Fertilizer As- 
sociation, National Retail Dry 
Goods Association and Shipbuild- 
ing Council of America. 

It emphasizes that its ‘adver- 
|tising agency department” does 
|not reflect on other agencies, but 
that this step is part of its policy 
to provide associations and other 
advertisers with “packaged serv- 
ice.” It will not serve product 
advertising. 

The firm has applied for agency 
recognition to American News- 
paper Publishers Association, and 
will seek it from other media as- 
sociations as the new unit expands. 


Y&R Appoints Holmes 


Ernest A. Holmes has been ap- 
pointed research director of the 
Chicago office of Young & Rubi- 
cam. 
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(10 Chicago FMs Granted; 


WAIT Application Denied 


In a proposed decision Monday, 
the FCC announced its denial of 
the FM application of Station 
WAIT, Chicago, and granted the 
applications of 10 other Chicago 
companies. Lack of sustaining pro- 
grams and a high percentage of 
commercialization were given as 
basis for denying WAIT’s applica- 
tion. 

Licenses will go to Amalga- 
mated Broadcasting Company; 
American Broadcasting Company; 
Balaban & Katz Corporation (op- 
erator of the WBKB video sta- 
tion); Chicago Federation of 
Labor; Drovers Journal Publishing 
Company; UAW-CIO Broadeasting 
Corporation; National Broadcast- 
ing Company; Station WGES; 
WJJD, Inc., and Station WSBC. 


"Like a small boy with 
the funny paper, | can 
hardly wait to see the 
next issue."’ 
H. G. Roberts, 
apple grower, 
Yakima, Wash. 
Write for full story 


1135 S, E, SALMON ST. * PORTLAND 14, OREGON 


THAT THEIR NEW CAMPAIGN WILL 
GET BETTER REPRODUCTION 


REILLY ELECTRO 


reproduction. Tearsheets prove it 


Reilly offers Raleigh 


Reilly Plastictypes 
Pp jyutl 


TYPE COMPANY 


305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 


CHICAGO - DETROIT - INDIANAPOLIS « SAN FRANCISCO - LOS ANGELES 


RR tees vats ok | 


~ PROOF POSITIVE Female mold (left) re- 


tains the true fidelity of the pattern plate. And every Reilly 
PLASTICTYPE (male plate, right) made from this mold is 
identical. So Raleigh’s campaign gets cleaner, more uniform 
no wonder hundreds of 


national advertisers are already using PLASTICTYPES (with 


the enthusiastic endorsement of the last ANPA Mechanical 

Conference ). The Reilly PLASTICTYPE not only assures you 
TEARSHEETS TELL THE TRUTH See superior reproduction, but, being so light, it also cuts your 
how Reilly PLASTICTYPES can improve shipping costs an average of 60% —making first class and 
your reproduction by seeing what they've airmail shipments prac tical. Look into the advantages of the 
done for leading national advertisers Reilly PLASTICTYPE today—you'll be a PLASTICTYPI 
Write or phone us today for tearsheets — » tomorrov 


ey 
> 9 
ry 


0% 


“ae 
Y, 


gan 


“ Be Wee 
Hl eae a Bie 
re _ pee a ae 
‘ = ae: a ah 
ee a Ea 7 
_ 
eC 
: re pC . 
: 
i, aaliinieddunietaameercseasenaiahate i 
. ee 
€ 
. ee | sw | : 
a eal | | 
4 
ee 
i nl 
| 
| | 
| a ba vail aie a 
<< 3 i le ; : 
| of : | M4 
: ee ze * ~ | 5 
| o- ~ A ‘ 
] | A atta. y rs 
A <P te" t e : | 
, —— PS |) \ iY —_ 
os - ‘ . 4 ‘ : , a A ’ ; 2 
2 — : 3 ( oor &' r \ ® 
es ! a “ <a CD ; : : be 4 , ae 
ey) ) : Sy OLS ) ae — 
; ry SR : Lae e aes Fe ¢ ee 
ip => J ah |} : A. veseeslh vat Ve Se 4 | ee 
a . —A7 he : \. a vf tert ie. ¥ | Mite oor 
= = ae gx ae a. ae ae — ot at sw0 ae . 4 ; = ee 
aaa ' ‘ie — ? ee t : | a . - ~ 
ae ; wre ope He > A = \ “a ‘ ) bi ; : ce ~—008®, aay mee pS | a 
é “e a’ ae lac 4 Chea | as ee oo feet t es | 
* wer, -'o SQ — ) AF eal : A 
6 Bt of these two groups, we are a ig yr qe 7 . vw Mee a inal : 
w making these price reductions i ‘ fe r ei Saag) ® » \ : | 
¢ . had ‘ ¥% Lea “4 ®, - 4 
a | ~ an ou 
' oD iQ: At Vee *: 
\ | Be iia: NQMALR hee scoot, | >. 
ae S -  \ hy * SA BA ost ay of . 
' A 7 > (aes! RAS. 212 %— | - 
2 WAG LO See Sho 214 > ft a 
| | o a a fi . oe > ey os ee Fey be s ea i > j 279} i id 4 4 
ee ee by i? Re a” 6 ’ ate vot ' — 
< ig al ~ oe 5 od 6.74 ate NPN Fe, ™ owiT 229] \ — 
“a oe se OM Ee ae SSE CN ak fo oe ca 
Be Se 4 Fg in, ps Sie ] Y ey ee ' a hod “ eae TOPS. & a el : 
| ORES SL . 4 
hee - hee : a ins 4 Ye — ere = 
| Ue bal ee eerere gi te . e tee Six 4a ye Se Le aa yi 
ee pm 4 — e i. 
i % a a ed a oe J £ ™ hee F . me: 
| ‘NS ee ‘a 
ieee ne ae | \' eae tha a 
ae - = 
z Be tic, ed ae a BB 5 a 
z : ear s os She: i — 
4 : i. 7 ’ "anaes ; st es fe ; 2e the 3 ; 
ee & ‘ f ee baad 
i mat Btn Pe ; : 
= ee ne ? be ae “rae 
wa 4 ees 
. x a Pan 
as eee eS 
6 eT e ra 
eee ij ‘ fa 
na ils i: 
wecmmeeeso | (Yon 


60 


Appoints Walker 


Kenneth L. Walker, formerly 
head of his own company, Walker 
& Associates, consulting engineer, 
Detroit, has been appointed vice- 
president in charge of production 
of Kalamazoo Stove & Furnace 
Company, Kalamazoo, Mich. 


JWT Names 2 V.P.s 


J. Walter Thompson Company, 
New York, has named Margaret 
King Eddy, a group head in the 


copy department, and William 
Wright, account representative, as 
vice-presidents. Robert White and 
Walter C. Meincke, both in the 
agency’s financial department, 
were elected assistant treasurers. 


Joins Dick Hyman 

Geerge Schreier, formerly with 
American Broadcasting Company 
publicity and an ex-sports col- 


umnist, has joined Dick Hyman’s 


publicity and public relations firm 
in New York. 


BMB credits KFYR. 


21540 families 


it, 540 families i 


KFYR AUDIENCE * BY DECILES - 


NO. OF COUNTIES 


(U. 8.) OR 

CENSUS DIVISION DAYTIME 

% BMB SUBDIVISIONS AUDIENCE 

PENETRATION (CANADA) FAMILIES 
90-100 % 53 82,570 
80-100 % 73 108,640 
70-100 % 88 135,280 
60-100 % 99 152,980 
50-100 % 124 183,420 
40-100% 143 229,000 
30-100 % 159 240,650 
20-100 % 176 257,630 
10-100 % 211 271,540 


KFYR Station Audience Reprint containing complete 
BMB audience information by counties and measured 
cities available free on request. 


* BMB Study No. 1—March, 1946 


Canadian, BBM Study No. 2 


KFYR sismarck, 


5000: Watts Day ond Night 


Distribution Costs. 
Called Exorbitant 
by Sizer, Turck 


(Continued from Page 1) 


thirds as productive as a man 
| engaged in straight production.” 

In 1939, he said, there were 
10,000,000 people engaged in 
various functions of distribution 
who produced services worth $44 
billion, and whose productivity per 
man-hour was $2.17. At the same 
time, he said, a production labor 
force of 8,850,000 men turned out 
$57 billion of goods, for a man- 
hour productivity of $3.57. 

“To achieve a necessary and de- 
sirable increase of distribution 
power, management should apply 
to all functions of distribution the 
same standards which, for years, 
it has been applying to all func- 
tions of production—the standard 
of productivity per man-hour,” 
Mr. Turck declared. 


Management Feels Helpless 


He suggested three approaches 
to cutting distribution costs: (1) 


more than 500 type styles 


9 |readjustment to 


for perfect reproduction 


wider use of material handling 
| equipment by distributors, (2) 
elimination of duplication in dis- 
| tribution and (3) improving con- 
| trol of costs by using more mar- 
| ket surveys, sales analyses and 
research, by building up field data 
and by stabilizing seasonal de- 
mand for some products. 

“The main reason,” he _ said, 
“that a man engaged in distribu- 
tion has only two-thirds the pro- 
ductivity of a man engaged in pro- 
duction is that American manage- 
ment has only made a limited 
effort to improve its distribution 
productivity. Management has 
never felt itself able to make this 
improvement because of its belief 
that distribution is a factor gen- 
erally beyond the control of an 
|individual manufacturer. Distri- 
| bution has been largely considered 
a constant unvarying burden, tol- 
erable only because no _ goods 
would move from the factory 
without it.” 

Mr. Turck warned that the na- 
tion’s distribution power has 
atrophied from disuse in the past 
eight years. 


Fears a ‘Pearl Harbor’ 

| “There is,” he declared, “a 
_serious shortage of trained per- 
/sonnel, so much so that a buyers’ 
present matched with present dis- 
| tribution power might turn out to 
| | be a Pearl Harbor to our economy, 
| destroying many individual large 
|and small companies alike. 

| “Management is concerned over 
'a possible buyers’ strike. Applica- 
\tion of proven engineering tech- 
niques to increase distribution pro- 
|ductivity is a basic means of 
|avoiding a buyers’ strike because 
|an increase would cause an imme- 
diate corresponding fall in the cost 
|of goods to the consumer. .. But 
| the improvement cannot come too 
quickly, for past experience in- 
dicates that, once buying momen- 
|tum slows down, it takes a major 
reestablish a 
healthy turnover of commerce.” 


Explains Ford Action 


‘shock treatment,’ to encourage the 
forces of sanity which are always 
very strong in this country,” he 
explained. “That is a task in 
which everyone of you present 
here can have a share. No one 
company nor any one _ industry 
can do it alone. At Ford we 
merely saw the opportunity to 
strike the first blow and took it.” 


Kellstadt Optimistic 


While agreeing that distributors, 
particularly retailers, ‘can, should 
and will” improve their efficiency 
and thus “recover some of the 
reduction in margin” on lower 
prices, Charles H. Kellstadt, re- 
tail merchandise manager of Sears, 
Roebuck & Co., foresaw no real 
cause for worry in the price situa- 
tion. 

The sellers’ market, he said, has 
slowly evolved into a _ selective 
market, a transitory phase in 
which retailers retain the cus- 
tomers’ good will. Consumers have 
reduced their purchases substan- 
tially only in a few luxury lines. 
This is the only place where con- 
sumers have resisted to the degree 
“where it might be termed a 
buyers’ strike, and the term itself 
is anathema to sellers,” Mr. Kell- 
stadt observed. 

The chief problem business 
faces, he asserted, is that of cre- 
ating more cooperation among 
manufacturers, wholesalers and 
retailers. The retailer, he said, 
must “anticipate far enough in 
advance to be ready, not too soon 
and not too late. Too soon in this 
market and we have inventory 
losses; too late and we miss the | 
business. Timing by manufacturer, 
wholesaler and retailer is now of. 
the essence.” 

“Manufacturers and _ retailers 
must agree on schedules so in- 
ventory risks will be minimized,” 
Mr. Kellstadt pointed out. “In- 
ventory investments at retail levels 
must be kept liquid. . . These in- 
ventories are highly volatile. The 
smaller margins do not provide 
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time of sale. We must no 
overproduce or overstock, but vy 
must not understock or fail y 
produce sufficiently.” 

The most pressing probley 
facing business today, Benjami 
Namm, chairman, executive con. 
mittee, National Retail Dry Goo 
Association, declared, is that ¢ 
securing proper understanding }y 
the public of the importance ¢ 
retailing and other distributiyg 
aspects of the economic system. 


Namm, Black Speak 


“In my opinion,” he said, “‘thog 
of us in top management hay 
fumbled the (public relations) ba 
badly. In 1946, manufacturers anf 
distributors spent approximately 
$3 billion to advertise their prod 
ucts. During that same period 
they spent virtually nothing 
advertise the system, namely ou 
free economy, which made thei 
success possible.” 

James H. Black, president 
Sprague-Warner division, Con 5 oe ee 
solidated Grocers Corporation§osign in eight 
warned that producers must no 


ith this newspa 


freeze out independent retailers igfonic. William 
their distribution plans. ist 

If the independents fail, he ob — 
served, “then we tacitly admit th | 
the age in which a man coul xport 


reasonably control his own futur 
has come to an end.” That th 
independents are strong an 
strongly competitive in the be 
tradition of our economy, is clea 
he said, from study of curre 
grocery advertising in newspaper 
which reflects ‘a stirring battl 
for consumer favor.” 
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DIE 
CUTTING 


‘STEEL RULE DIES 


Write, wire or phone 


ADVANCE 


protection for large inventory 
risks. 
‘“Reorders must be more fre-| 


quent. Production must be geared | 
to be completed closer to the | 


FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 10, ILL. 
. Delaware 5517-18 
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A similar warning that it will 
be regrettable if American business 
and industry wait to attack the 
problem of rising costs and prices 
until forced to do so by shrinking 
demand was made by Albert J. 
Browning, 
rector of purchasing, Ford Motor 
Company. 

Ford’s action in 
lowering its prices, 
said, was based on the theory that 
its primary job is to sell more and 
more cars and trucks at lower and 
lower prices. 

“So we tried, by 


January in 


example and 


vice-president and di-| 


Mr. Browning | 
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The doorstep of many an American store has been wor 
smooth by the sales action from home-town dailies. 
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| NOW OBAY 


new custom-tailored hair tonic keeps hair 


WELL GROOMED. ALL DAY! 


e 
hair tonic that has all 
Nataral 
OILS 


(ret apy @ntasye 


\YOPENS TEST DRIVE — Pharma-Craft 
orp., New York, began a test cam- 
ONfpaign in eight markets (AA, Jan. 27) 
nofwith this newspaper copy for Obay hair 
iftonic. William Esty & Co., New York, 


is the agency. 


xport Magazines 


iplit 22,989 Pages 
"Jor 1946 Total 
= New YorK —A total of 22,989 


ages of export advertising was 
ublished last year in class, tech- 
‘gical and business publications in 
he export field, George E. Quisen- 
erry, vice-president and editorial | 
irector of Business Publishers 
mnternational Corporation, a Mc- 
braw-Hill affiliate, told a lunch-| 
on meeting of the Export Adver- | 
sing Association. 
His organization surveyed the | 
6 publishing firms which publish | 
export magazines (combined | 
irculation, 458,000), and returns | 
‘om 21 of them, including two | 
yhich print annual catalogs or di- 
actories, disclosed this figure, Mr. | 
uisenberry explained. He esti- | 
ated that, assuming the five non- | 
sponding publishers carried 2,000 
3,000 pages of advertising, a| 
tal figure of 25,000 would be rea- | 
nably accurate. 
Export magazines are now circu- | 
ting in 101 overseas countries 
hd territories, Mr. Quisenberry | 
id, and a check of a few coun- 
ies disclosed that one or more 
pies of American export maga- 
hes are now being read in 267 
lies and towns in Mexico, 395 in 
rgentina, 257 in the Union of 
uth Africa, 134 in India, and 425 
Brazil. A preliminary check 
that about 200 Swedish 
les are receiving one or more 
ples, Mr. Quisenberry reported, 
{ there is some penetration “be- 
id the iron curtain.” 


—_— 


OWS 


unches Sardine Drive 

seaboard Packing Company, 
\bec, Me., has launched a cam- 
ign in newspapers in 21 cities 
11 states for Neptune sardines, 
* wartime production of which 


vernment requirements. H. B. 


ency. 


ets Melville Account 


rk, has appointed John A. 
irns & Co., New York, to handle 
* newspaper advertising of all 
’m McAn shoes. The agency 
viously handled the newspaper 
ertising of the Thom McAn 
men’s shoe division. 


fumes Hazeltine A. M. 


velson Hazeltine, formerly pub- 
‘elations man for the Bonne- 


. has been named advertising 
‘ger of the Lipman Wolfe & 
tore, Portland. 


Quatte, Inc., New York, is the | 


Velville Shoe Corporation, New | 


Ad Club of Newark 


Becomes NJ Ad Club 


The Advertising Club of New- 
ark, whose 400 members voted 
early this year to expand its ac- 
tivities and change its name to 
the Advertising Club of New Jer- 
sey, has filed papers of incorpora- 
tion in Trenton. Newark club 
members will automatically be- 
come members of the new or- 
ganization, and several large cor- 
porations outside Newark have 
made application for membership, 
reports Leonard Dreyfuss, presi- 
dent of the club and of the United 
Advertising Corporation, Newark. 

The only advertising club in 
the state, the new Ad Club of 
New Jersey will elect regional 
vice-presidents. Trustees, in addi- 
tion to Mr. Dreyfuss, include John 
C. Williams, president of L. Bam- 
berger & Co.; Douglas S. Colyer, 
president of the Colyer Printing 
Company; Edgar Williamson Jr., 
president of the Newark Employ- 
ment Company, and Frederick H. 
Groel, secretary of the Prudential 
Insurance Company. All except 
Mr. Groel are officers of the New- 
ark club. 


FCC K.O.’s KGKO; 
WBAP, WFAA O.K. 


DaLLas—What the Dallas News, 
owner of Station WFAA, calls “a 
miniature judgment of Solomon” 
has been handed down by the FCC 
in a case involving WFAA, WBAP 
in Fort Worth and KGKO, Dallas- 
Fort Worth. 

The FCC ordered that KGKO 
shall cease to exist as such, and 
WFAA and WBAP shall share two 
wave lengths. 

The tangled case, before the 
commission since 1944, involves 
“multiple ownership,” the FCC 
found. WBAP is owned by the 
Fort Worth Star-Telegram and 
KGKO has been owned 50-50 by 
the News and Star-Telegram. 
WFAA and WBAP sshare time 
equally on 820 kc., using a 50,000 
watt transmitter located midway 
between the two cities. 

Using a _ separate transmitter 
half-way between the cities, 
KGKO operated at 5,000 watts on 


570 ke., sharing the studios and 
staffs of WFAA and WBAP. Effec- 
tive May 19, WBAP and WFAA 
will broadcast alternatively, each 


day, over 570 and 820 kc. at 5,000 | 


and 50,000 watts, respectively. 


Gets De Soto Oil Burner 


De Soto Oil Burner Corporation, 
York, Pa., has 
towne Advertising Agency, York. 


Extensive advertising is planned | 


for industrial and business pub- 
lications. The company has added 
a domestic oil-burning water 
heater to its line of oil burner 
heater units. 


appointed York- | 
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Kreig Joins Tool Ass’n 


Alvin L. Krieg, formerly assist- 
ant to the public relations direc- 
tor, American Steel & Wire Com- 
pany, has been appointed assistant 
to the general manager of the 
National Machine Tool Builders’ 
Association, Cleveland. 


Plugs Light Electrode 


Colorescent Laboratories, Eliza- 
beth, N. J., has increased its ad- 
vertising budget for promotion of 
lits new fluorescent C-L-I end- 
|tubulated electrode. William von 
Zehle & Company, New York, is 
‘the agency. 


men with adequate capital. 


INTERESTED IN A CALIFORNIA BUSINESS? 
@ Special Service For Executives 


If you are planning to live in California and want to buy an established 
business in your field, we can help you. 
Write to — 


JOHNSON, LEVEQUE & COMPANY 
548 So. Spring St., Los Angeles 13, Calif. 


Inquiries invited from business- 


devoted almost entirely to} 


editorial pages of House Beautiful magazine have moved 
readers to better their homes and better their living. 


banged away for it, and retailers chimed in with a resounding 
Hit the target? Today our crusade is the biggest single 


promotion ever to hit the furniture and home furnishings 


industry. Getting results? Join up and see for yourself! 


Power Company, Portland, | 


HOUSE BEAUTIFUL 


and only 
House Beautiful 


— — — Finging 


scored a hit with 


“BETTER your home.. 


Just how high can an idea go? No higher, we think, than 


Last year our bell-ringing idea became a Crusade. Manufacturers 


4,944,000 lines of their own advertising. 


the power and drive behind it! For years the inspiring, power-packed 


home magazine.. 


MAGAZINE 


OUSE BE 


the bell! 


better your LIVING” 


House Beautiful, of course, put it over, for here only do you find 
more than 400,000 families acclimated to ‘‘Better Your 
Home... Better your Living’’ by the pages of their favorite 

the 400,000 influential families who set the 


pace in their communities. Here’s ringing evidence why House 
Beautiful in these important home furnishings classifications 
furniture, china, glassware, silverware, floor coverings, radios 
and musical instruments, draperies and curtains, linens and 
bedding, wall coverings, shades and venetian blinds led all 
other magazines in its field in advertising lineage during 1946 
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Coca-Cola Wins 
Top Award in 
Poster Contest 


Cuicaco — Coca-Cola Company 
carried off top honors last week 
in the 15th annual exhibition of 
outdoor advertising art sponsored 
by the Art Directors Club of Chi- 
cago. 

The first award was presented 
to Coca-Cola for a poster orig- 
inated by artist H. H. Sundblom. 
Paul Smith served as art director, 
and D’Arcy Advertising Company, 
St. Louis, was the agency in 


ee ee ee 


duper-glo AB 


: \\ 


, \\ \ + \\ 
eLUMINESCENT DECALS. 


Ask for | CARDY-LUNDMARK CO. 


Samples 1801 BYRON ST. — CHICAGO 


charge. 

Second award was given to Ford 
Motor Company for a truck poster. 
New Center Studios is credited 
with the art work, with W. J. 
Strasser the art director. J. Wal- 
ter Thompson Company is the 


| agency. 


Standard Oil Company of In- 
diana captured the third award. 
Morgan Kane was artist for the 
winning poster, with Sidney A. 
Wells art director and McCann- 
Erickson, Inc., the agency. 

A special award for painted dis- 
plays was presented to Southern 
Pacific Company, through Foote, 
Cone & Belding. Clyde F. Seavey 
was the winning artist, Van Allen 
Haven the art director. Honor- 
able mentions in this group were 
awarded to  Bullock’s (Duane 
Jones Company) and Plymouth 
Motor Corporation (N. W. Ayer & 
Son). 

Honorable mentions in the gen- 
eral exhibit of outdoor designs 
were given to P. Ballantine & Sons 


Beatrice Foods Company (Foote, 
Cone & Belding); Ford Motor 
Company (JWT); Coca-Cola Com- 
pany (D’Arcy); Louisiana Power 
& Light Company (Fitzgerald Ad- 
vertising Agency); Narragansett 
Brewing Company (Standish, 
Inc.); Nash Motors Division 
(Geyer, Newell & Ganger); Stand- 
ard Oil Company, Indiana (Mc- 
Cann-Erickson), and William 
Wrigley Jr. Company (Charles W. 
Wrigley Company). 

The winning designs, as well as 
others comprising the 100 best 
posters of the year, will be on dis- 
play at Marshall Field & Co. 
through March 29. All will be 
reproduced in “Poster Annual, 
1946,” published annually by Out- 
door Advertising Incorporated as 
a reference textbook for agencies 
and advertisers. 


Interstate to Maxfield 


Interstate Distributors, Inc., 
Providence, R. I., has appointed 
James Maxfield Company, Provi- 


(J. Walter Thompson Company) ;| dence, to handle its advertising. 


The Sunday Oklahoman.............. 190,901* 


* Publisher's Statement ro 
ABC, 6 months ending 
September 30, 1946 


hy 


Nowhere in the Southwest... from Wichita 


to San Antonio and including Dallas, Fort Worth, 


Houston and Tulsa ... does any single newspaper 


deliver to advertisers as large a mass market as 


does The Sunday Oklahoman. No advertising list 


embracing the Southwest is complete without this 


greatest of all Southwestern Sunday newspapers. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


y 


THE CHRLAMOMA PUBLISHING COMPANY 
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NEW ARMOUR PRODUCT—Trill, a 
synthetic detergent, is being tested 
by Armour & Co. with this two-color 
ad and other copy in Indianapolis. 
Foote, Cone & Belding is the agency. 


Armour Pushes 
Trill Detergent 
in Indianapolis 


Cuicaco—tTrill, a synthetic de- 


tergent, is being tested by Armour 


| 
| 


| 


Soap Works in Indianapolis. The 
Armour & Co. subsidiary plans to 
test the new product in several 
other “hard water cities” before 
deciding on further ad plans. 
Copy in a 2,100-line, two-color 
announcement in the Indianapolis 
News calls Trill “3 ways better 
than soap’—quicker, easier and 
more thorough. It eliminates any 
need for use of dishcloth or scrub- 
bing pads, copy asserts. The 


|product is recommended, in the 


newspaper test and on radio spots, 
for washing silks, rayons, woolens 
and dishes. 

Foote, Cone & Belding here 
handles the account. 


Campbell Drops 
Hildegarde Show, 
Resumes ‘Archer’ 


New YorK—The Hildegarde 
|show, which winds up a 26-week 
/commitment for Campbell’s soup 
| April 6, will be replaced by “Cor- 
|liss Archer.” The time—9 to 9:30 
Sunday evenings, the network— 
CBS, and the agency—Ward 


are unchanged. 

The sponsor’s advertising de- 
partment says the “Archer” pro- 
gram is in no sense a summer re- 
placement but has been booked for 
26 weeks. The program was for- 
| merly sponsored by Campbell’s, 
|going off the air last Sept. 15. 
|It returns with no basic change 
'in format. 
| Although Campbell officials have 
|little to say about the change, 
trade comment suggests that Hil- 
degarde’s Hooperating, which has 
hovered in the vicinity of 6.0 dur- 
ing recent weeks, is something 
short of encouraging. The low 
rating is highlighted by the ab- 
sence of strong competition on 
other networks during this half 
hour except for the Walter Win- 
|chell broadcast during the first 15 
minutes. 


Dailies Increase Price 


American and Republican, 
Waterbury, Conn., and the Gazette, 
Haverhill, Mass., have increased 
their street sale price from four 
to five cents. 
dailies have also increased their 
carrier-delivered price from 20 to 
| 25 cents weekly. 


Gets Shoe Account 


Valley Shoe Corporation, St. 
| Louis, maker of high style wom- 
|en’s footwear, has placed its ad- 
| vertising with Oakleigh R. French 
|& Associates, St. Louis. 


Wheelock Company, Philadelphia, 


The Waterbury | 
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F. B. HUNTINGTON 


St. PETersBuRG, FiaA. — Franklip 
Bache Huntington, 72, great-great. 
great-grandson of Benjamiy 
Franklin, died here March 10, les 
than two months after being flow, 
to Florida from New York by ai 
ambulance. 

Mr. Huntington’s plane trip wa; 
made possible by contribution; 
|from various printing and Frank. 
lin societies, who learned fron 
Herman Jaffe, New York printer 
that Mr. Huntington was bedrid. 
den with a heart ailment in hj 
Manhattan apartment, and in nee 
of medical care and a change jy 
climate. 

On Jan. 17, the birthday of Ben 
jamin Franklin, Mr. Huntington 


Hvertising Age 


ation H 
pund fo | 


ouncil’ 


Better Pro 
ls Backed 
and Small 


Jew YorkK—Le 
» stations, que: 
VERTISING AGE 
s to support th 


: lio Advisor 
left La Guardia Field for Sify, 19) and 
Petersburg aboard an Air Am e to corre 
bulance plane, whose service a. responde 


were offered free for the occasion 
The hospital provided Mr. Hunt 
ington a home and free treatment 


pval. 
The council, cc 
htatives from 
ni ng agencies, s 
EDWARD FLYNN s, was forme 
New York—Edward P. Flynn§ rising tide o 
41, executive editor of the New radio’s excessi 
York Post and the Bronx Hom@ low-grade pr 
News, was killed last Wednesdaygonvinced tha 
when he jumped from a window o 
his eighth-floor apartment t 


escape a fire which started in higftors, AA’s que 
bedroom. the opinions 
Mr. Flynn had been with thgependents,  \ 
Baltimore Sun and the New Yorut the U.S 
Journal before joining the Pos Endorseme 


staff in 1936. In 1940 he becam 
chief of the Post’s Washington bu 
reau, in 1942 was transferred t 
New York as city editor and na 
tional affairs editor, and in 194 


. : 4 1 
was named executive editor. ier M. Israel, 


ROBERT V. BEUCUS 


incil “to help 
Fort LAUDERDALE, FLA.—Roberfe advertising 
V. Beucus, 57, vice-president andthe 29% of | 


advertising manager of Andre 
Jergens Company, died of a hear 
ailment here Tuesday. He ha 
been ill for some time. 

Mr. Beucus served with Baue 
& Black in Chicago, and with Len 
nen & Mitchell in New York, be 
fore joining Jergens as advertisin 
manager jin 1930. He was name 
vice-president 12 years ago. 
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EDWIN H. VERRALL 


Cuicaco—Edwin H. Verrall, 5 
head of the agency here bearil 
his name, died of a heart attac 
at his home Tuesday. He h 
operated the agency for 14 year 
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STREETS has 
through personal field conta 
that create sure-fire editorial \e¢ 
ership in this vigorous, never-st3" 


field. 24,000 CCA. 
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WRITE FOR BOOKLET “What \* 
and Buyers Want to Know Abou! \4 
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Hation Heads 
Jound to Favor 
Council’ Plan 


| Better Program Group 
‘Tis Backed by Large 
and Small Factors 


“iNew YorK—Large and small ra- 
i stations, queried last week by 
VERTISING AGE on their willing- 
>; to support the recently formed 
> Advisory Council (AA, 
brch 10) and its declared pur- 
ke to correct programming 
tises, responded with hearty ap- 
val. 
“rhe council, composed of repre- 
tatives from networks, adver- 
ng agencies, stations and spon- 
s, was formed in response to 
rising tide of public criticism 
radio’s excessive commercialism 
low-grade programs, 
onvineced that the success of 
yolicy of self-regulation rests 
ely with individual station op- 
ors, AA’s questionnaire sought 
the opinions of affiliates and 
widely scattered 


Endorsements Offered 


ithout exception, the stations 
orsed the plan, and in most 
25 without reservation. 
ypical of the replies is one from 
1er M. Israel, of Station WALB, 
any, Ga., who heartily ap- 
ved formation of the Advisory 
uncil “to help eliminate offen- 
e advertising practices. . . Part 
the 29% of the public which 
nplains of radio advertising has 
he justification for its criticism.” 
Nicholas Pagliara, general man- 
r of Station WEW, St. Louis, be- 
yes broadcasters should remove 
sting of “plug-uglies, cow- 
‘hers, and hitch-hikers.” If 
involves some loss of revenue, 
is high time we cast our bread 
the waters,” added Mr. Pag- 
a. 


Willing to Lose Revenue 


e are wholeheartedly in fa- 
of formation of Advisory 
neil to regulate programming 
commercials. Sincerely hope 
kes a militant stand curbing 
2-uglies, cow-catchers and 
h-hikers. . . We are so con- 
ed of the necessity of this type 
ouncil that we plan to cooper- 
regardless of some loss of rev- 
e,” said R. G. Winnie, manager 
he Milwaukee Journal station, 
MJ. 

| Feinberg, commercial man- 
t of Station WPAX, Thomas- 
t, Ga., was equally enthusi- 
t: “Heartily endorse regulating 
ramming and commercials by 
posed council. First heads we 
ld like to see get the ax are 
ing commercials and intestinal 
fators. Would gladly cooperate 
ve respect feelings of listeners 
fe revenue.” 

le New York Times’ station, 


er 
ang 
"ew 
sar 
haq 


L 


“Objective of Advisory 
icil as reported in the press 
worthy,” said John S. Hayes, 
ral manager. 


Partland Promoted 


1omas C. McPartland, former 
isp ant advertising manager, has 
h appointed advertising man- 
of Colt’s Patent Fire Arms 

Company, Hartford, Conn., 
large of small arms and Auto- 
commercial dishwashing ma- 
€ advertising. 


BF Promotes Heslop 


° inley N. Heslop, on the sales 

“1 

m: of national sales of Station 
BF, Binghamton, N. Y. 


Last Minute News Flashes 
American Kitchens Gets $300,000 Drive 


CONNERSVILLE, InD.—American Central division of Aviation Cor- 
poration will spend $300,000 through Ruthrauff & Ryan, Chicago, on 


a campaign for new styled-in-steel kitchens. 


The campaign will run 


in seven magazines and farm publications and in five business papers. 
Dealer and distributor cooperative newspaper advertising will em- 
phasize “60 special advantages” of American kitchens. 


Clopay Maps $400,000 Ad Campaign 


CINCINNATI — Clopay Corporation will spend $400,000 in a three- 
month campaign, breaking in a Saturday Evening Post color page 
March 22, to promote its 1947 line of paper draperies and curtains. 
Color pages will be scheduled in 22 national magazines and 41 news- 
papers, with newspaper insertions appearing in late May and June. 
Featured in the ads will be cottage sets, reduced from last year’s price 
of 89 cents to 59 cents, and Hollywoods, a longer cottage set, at 39 
cents. Ralph H. Jones Company is the agency. 


Kryptar Corporation Appoints Compton 
SyracusE—Krypter Corporation, headed by William J. Brown, has 
appointed Compton Advertising, Inc., New York. Kryptar will sell 
black and white roll camera films through Curtis Publishing’s circula- 
tion company, in 50 cities at the start. Advertising plans have not 


been set. 


American Tobacco, Jack Benny Sign Renewal 
New York—American Tobacco Company has announced a three- 
year renewal of the Jack Benny radio program after the conclusion 


of the current broadcasting season. 


agency. 


Foote, Cone & Belding is the 
#i Rs 


for 18 years, has been named | 


Macmillan Freed 
to Advertise Its 
Soporific ‘Amber’ 


Boston — “Forever Amber’ is 
“soporific rather than an aphro- 
disiac,” Superior Court Judge 
Frank Donahue ruled here last 
week in a decision held likely to 
have far-reaching effects on ad- 
vertising and selling of books in 
Massachusetts. 

The novel by Kathleen Winsor 
of a Restoration period courtesan 
has not been advertised in the 
state since it was published in 
October, 1944. Its publisher, Mac- 
millan Company, had not adver- 
tised the book in any publication 
printed in Massachusetts since ob- 
jections were raised that it is 
obscene and indecent. 

Judge Donahue criticized the 
state legislature for passing laws 
affecting books on moral grounds. 
He pointed to dangers which he 
said lie in the exercise of state 
power over expression of opinion. 


BBDO Appoints Four 


New Vice-Presidents 
Batten, Barton, Durstine & Os- 

born has elected four account ex- 

ecutives—two in the New York of- 


T. Cumings E. E. Haring 
fice, one in Buffalo and the fourth 
in Cleveland—as vice-presidents. 
William J. O’Donnell, with 
BBDO since 1925, and Thayer 


Dale Casto 


Wm. O'Donnell 


Cumings, who joined the agency 
in 1927 after working as a Boston 
newspaperman, are with the New 
York staff. Elmore 
head of the Cleveland office, has 
been with the agency since 1936, 


jand Dale G. Casto of the Buffalo 
|! branch joined BBDO in 1926. 


Kiplinger Wins 
Fight with P.O. 
Over Postal Rates 


WASHINGTON—Kiplinger’s new 
adless monthly magazine, ‘The 
Changing Times,” won its fight 
for second class mail privileges 
last week when top postal officials 
exempted it from a rule limiting 
the use of perforations in second 
class publications. 

Kiplinger, who perforates all 
pages of his magazine so that they 
may be removed for filing, con~ 
tended that the limitation was in- 
tended largely to guard against 
abuses which might be accom- 
plished through perforation of ad- 
vertising (AA, March 10). 

In reversing their inspectors, 
who had forced Kiplinger to pay 
third class rates—nearly five times 
as high—postal officials explained 
that they were not modifying the 
long-standing rule against per- 
foration of advertising matter, or 
even of all reading matter in- 
discriminately. 

“Each case must be considered 
on its own merits,” the depart- 
ment said. 


Simmons to Maintain 
Strong Ad Position 


Simmons Company, New York, 
which spent more than $1,000,000 
in 1946 to advertise its mattresses 
and electronic blanket, “plans to 
| continue this year as the nation’s 
| No. 1 advertiser in the furniture- 
| bedding field,” the company told 
its 75th annual 


|stockholders in 
report. 

Young & Rubicam and Geyer, 
Newell & Ganger are the agencies. 
Starting with $98,000 in 1916, 
Simmons has spent more than 
$20,000,000 in advertising in 30 
years. 


CBS Adds Another 


50,000-Watt Station 

Station KFAB, the CBS outlet in 
Omaha, has boosted its operation 
from a 10,000 to 50,000-watt sta- 


. | 
| 


| 


E. Haring, | 


tion, according to an announce- 
ment last week by Herbert V. 
Akerberg, Columbia’s vice-presi- 
dent in charge of station relations. 
There is no change in the station’s 
frequency of 1110 kilocycles. 

KFAB’s power increase means 
CBS now has 20 50,000-watt sta- 
tions with another, WWVA, Wheel- 
ing, W. Va., scheduled to sign up 
next June, a challenge to NBC’s 
list of 25 top-power outlets. 


‘Promenade’ Appoints 

Promenade, New York, has ap- 
pointed Harry Hayden Company, 
New York, as advertising and pro- 
| motion counsel. 


‘Chicago Tribune’ 
Splits Editions 
to Run Want Ads 


Cuicaco—The newsprint short- 
age has led the Chicago Tribune to 
the unprecedented step of splitting 
the run of all classified ads in city 
editions. 

In addition, all bundles de- 
livered for home or newsstand sale 
are made up of alternating copies 
to give readers easier access to 
both editions and all ads. 

The move was made Thursday 
and will continue through this 
month. 


Prints ‘A’ and ‘B’ Copies 


In a front-page box captioned, 
“For more want ads, see your 
neighbor’s Tribune today,” the 
newspaper declared: 

“Because of the critical news- 
print shortage, the record demand 
for want ads in the Tribune re- 
quires us to adopt emergency 
measures this month in presenting 
each day’s ads. Note the letter ‘A’ 
or ‘B’ in the upper right hand cor- 
ner of the front page today. Copies 
marked ‘A’ contain half of today’s 
total ads in all classifications. The 
other half of today’s ads will be 
found in copies marked ‘B,’ printed 
alternately with copies marked ‘A’ 
throughout the press run. As sold 
or delivered, each bundle of Trib- 
unes is made up of alternating ‘A’ 
and ‘B’ copies. So for more want 


ads, see if your neighbor hasn’t | 


the alternate copy to yours.” 


G-E Launches 
Magazine Drive 
for Video Sets 


New YorK—General Electric 
will introduce a new advertising 
campaign this month describing 
its television receivers as bringing 
“natural clarity ... natural tone.” 
The full-page, black-and-white 
ads will appear in Life and later 
in other national magazines. 

Copy will be partly institutional, 
emphasizing G-E’s part in “bring- 
ing television from a laboratory 
promise to its present perfection.” 

Although the television cam- 
paign is separate from the current 
G-E campaigns plugging radios 
and radio-phonograph combina- 
tions, the layout will be similar, 
featuring well known performers. 
Danny Kaye is scheduled to star 
in the first ad. 

Maxon, Inc. is the agency. 


ABP Ad Contest 
Gets 912 Entries 


Cuicaco—Judges in the fifth 
business paper advertising com- 
petition sponsored by Associated 
Business Papers met here last 
week to pick winners among a 
total of 912 entries in seven divi- 
sions. The number of entries was 
162 larger than last year. 

Awards will be presented by 
M. A. Williamson of McGraw-Hill, 
ABP president, at a _ half-day 
clinic on business paper advertis- 
ing sponsored by the Chicago In- 


dustrial Advertisers Association 
May 12. 

The 19 judges represent users of 
products advertised, purchasing 


agents and advertising agencies. 


Banks Boost Budgets 


Commercial banks in the United 
States will spend $30,000,000 in 
advertising in 1947, or $3,000,000 
more than 1946, said John B. Mack 
Jr., deputy manager in charge of 
advertising of American Bankers 
Association, following a survey of 
14,000 commercial banks. News- 


| papers, direct mail and displays, 
|in that order, will be the principal 
' media. 


Too Many Mergers, 
Says FIC; House 
Schedules Hearing 


WASHINGTON—A special FTC re- 
port on the record number of cor- 
porate mergers in recent months 
paved the way last week for Con- 
gressional hearings March 19 on a 
bill to plug long-standing gaps in 
the anti-trust laws. 

More than 1,800 firms, valued at 
5% of the total assets of all manu- 
facturing firms, were gobbled up 
since 1940, with the merger rate 
during the fourth quarter of 1945 
hitting the highest level of the past 
15 years, the commission said. 

More than a third of the mer- 
gers were in three fields — food, 
non-electrical machinery and tex- 
tile and apparel—FTC said. There 
were 67 in paper and allied prod- 
ucts and 19 in printing and pub- 
lishing. 

Cites Concentration 


FTC said existing power to pre- 
vent acquisition of voting stock is 
“practically meaningless” since it 
can’t be used to prevent acquisi- 
tion of corporate assets. 

Hearings before the House ju- 
diciary committee Wednesday will 
take up the Kefauver Bill (HR515) 
preventing purchase of assets. It 
failed to reach the floor after re- 
ceiving committee approval last 
year. 

FTC warned that 62 large manu- 
facturing corporations held $8.4 
|billion of net working capital. at 
|the end of 1945, largely in liquid 
— “enough to purchase nearly 
90% of all manufacturing corpora- 
tions in the United States.” 

Three fourths of the acquisitions 
were by firms with more than $5,- 
000,000 working capital, FTC 
pointed out. American Home 
Products, which acquired 38 firms, 
topped the list. Other leaders 
were Burlington Mills, National 
Distillers, Safeway, Borden, Con- 
solidated Can, Schenley, Sterling 
Drug and Celotex. 


Ad Council Names 
Wilson, Ludlam 
Vice-Presidents 


New YorK—The Advertising 
Council has appointed Allan M. 
Wilson and George P. Ludlam as 
vice-presidents. 

Mr. Wilson joined the council 
in 1943, was for a time acting 
president, and will continue as 
assistant to the president and man- 
ager of many council campaigns, 
including “Army prestige,” the 
joint safety drive with the Na- 
tional Safety Council, and the 
“American Heritage’ campaign. 
| His headquarters are in Washing- 
ton. 

Mr. Ludlam has been radio di- 
rector of the council since he 
joined its staff in 1945 after being 
chief of the OWI radio bureau 
during the war. In addition to his 
appointment as vice-president, he 
has also been named director of 
the New York office, succeeding 
Douglas G. Meldrum, who died 
suddenly 10 days ago (AA, March 
10). 


Appoints Klein 

Henry Klein, Philadelphia pub- 
lic relations agency, has been ap- 
pointed to handle the advertising 
and publicity of the 1947 Phila- 
delphia Flower Show. 


To Street & Finney 


Street & Finney, New York, has 
been named to handle the adver- 
tising of Ostrex tonic, manufac- 
tured by the Ostrex Company, 
| New York. 


a: 


ES - ae ee von 1 Sagas an tt cign gs cn a al ce ee 
63 . ae 
| j Bz ae A is Sie 
| Pe -- ae 
| es _ 
ee oi Soa 
— 
ee 
| ee 
a 
a Pe 
ll 
| | | 
| 
or ut the U. S. 
mq | aan 
7 | St ere sti 
a fai. 
94 | eC a 
| _ 
“ 
| ae 
r. 
| 
! 
7 
| Fe 
| wei 
| Bet 
jue | bse 
eC] be 
be | 
' 
SALd 
ne | 
= 
: o- 
5 : -_ 
rin ) = 
ta PES a 
ha : 
an PO 
| Po | ; 
es aa = 
~ wa . a Es 4 
% S a 8 ial AS 4 “as i aa " 
 /* az se >» kt, 
— =< _/j~s a 
\ oe 
AND oOined the chorus of ap- | rs . 
fia erga woe “re pee - “ 
———— is - ea i] a : 
stat om = 4 4 = a ae = * 
rr. PO : a a 
eam - Hie ’ I 
ne 
an ee i. j 
a ite ae aia 
. ise a 


223-3 ee ee 


CULTURE fa 


one OF THE I2 BASIC — 


- HUMAN INTERESTS — 


- 4" 


f ‘Are they 
AD fairy tales ?” 


% 


The dangers—and the benefits—of fairy tales 
to our young impressionable children 


HOULD fairy tales be part of a child’s edu- 

cation or not? Are children overstimulated 
by stories in which wolves and witches prey on 
people? Do modern versions make those tales 
less terrifying—and perhaps less entertaining— 
to young minds? 

An enlightened discussion of these cultural 
questions—in the November 3rd and 10th, 1946, 
issues of The American Weekly—induced millions 
of Americans to read these articles. 

Parents and nonparents—recalling their trem- 
ors with Cinderella’s stepmother and other 
menaces—discovered in these articles how such 
stories could affect even the child’s future. 


Editorial success—and the 12 interests 


Culture is only one of the 12 basic human inter- 
ests. Upon these interests, so deep-seated in all 
of us, one of the most successful magazine edi- 
torial policies has been built. 

It is a policy that cuts across all class lines. It 
appeals to everyone, regardless of income, educa- 
tion or social standards. /t is the editorial policy 
of The American Weekly. 


The drama of real life 


People everywhere are caught and held by the 
vital. real-life stories in this magazine. Here are 


man’s loves, heartbreaks, fears . . . his progress 


in art, science, in every field of human endeavor. 


This forceful presentation of compelling sub- 
jects has had its effects on the culture of our 
times. A series of Irish legends, for example, 
written for The American Weekly by Padraic 
Colum and illustrated by Willy Pogany, won 
such acclaim that it was incorporated into a book. 
Today, four years later, that book holds a special 
place in the world’s romantic literature. 


Weekly habit in 9,052,251 homes 


It is no wonder, then, that The American Weekly 
reaches one out of every four American families 
every week. This great magazine is read by 46°; 
of the more than 13,700,000 families that live in 
760 key cities of over 10,000 population. In these 
communities more than 50% of all retail busi- 
ness is done. The American Weekly carries the 
advertiser's message at a lower cost per thousand 
than any other leading weekly publication. 


-, «= Cock-a-doodle-do 


a(« A well-known maker of home 

movies says of his advertisements 
in The American Weekly: “Returns, both 
through retail outlets and direct response from 
the magazine, are not exceeded by any other 
publication. This is remarkable because our 
product appeals directly to the class market.” 


Typical articles in The American Weekly 
designed to satisfy the 


12 BASIC HUMAN INTERESTS 


TRAGEDY: . . . Tragedy of Ellen McAdoo . March 
CULTURE: . . . Found—A Reason for Jeremiah'’s Wrath . March 
HEALTH: . . . Sacro-lliac is a Low Down Joint March 
by Morris Fishbein 
ROMANCE: . . The Forgotten Astor's True Love . Marct 
SCIENCE: . . Spying on the Blood Stream . March 
ACHIEVEMENT: . . Working Girls with Big Ideas — March 
Polly Lux 
MYSTERY: . . . Conscience is a Stern Detective . . March 
SELF-IMPROVEMENT: . . Grandma Goes to College . March 
HEROISM: . . Joe's No Sissy . . March 
SECURITY: . . Merrlage-mendar ww ttt Me 
RECREATION: . . . Teen-agers’ Night Club . . . . . ~~ ~~ ~ « Maret 
FAITH: . The Drama of Holy Week . . . . . . «2 6 ee ees More 
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